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ken  Heart 


4  ivV‘ 


Iwo-year-old  Kaden  Cook  hod  a  rare  and 
fatal  heart  disease.  Without  a  transplant, 
there  was  no  hope. 

His  parents,  Kevin  and  Trishann,  allowed 
Detroit  Free  Press  reporter  Jeff  Seidel  and 
photographer  Eric  Seals  to  share  with  the 
paper's  readers  their  five-month  journey  from 
anguish  to  unbounded  joy. 

The  result  was  a  series  of  seven  stories 
testifying  to  the  power  of  truly  compelling 
storytelling. 

"Kaden  Cook,  a  boy  with  the  heart  of  an 
old  man,  is  fading  away.  The  symptoms  are 
subtle.  Four  hours  before  his  second  birthday 
party,  Kaden  is  lethargic.  Just  kind  of  lying 
around.  Disappearing. " 

From  those  first  lines  through  to  the  series' 
end,  Jeff's  words  and  Eric's  pictures  connected 
with  readers.  Their  stories  moved  multitudes  to 
respond,  with  hundreds  of  letters,  armfuls  of 
toys  and  nearly  $20,000  in  donations.  But 
one  response  in  particular  said  far  more  than 
anything  else  about 
the  impact  of 
a  well-told 
story.  In 

an  e-mail,  a  noted  areo 
doctor  wrote:  "Jeff  ond 
Eric  -  Just  thought  you'd 
like  to  know  that  a  woman  donated  a  few  days 
ago  as  a  direct  result  of  the  articles  ...  It's  not 
a  Pulitzer  Prize,  but  you  should  know  that  you 
have  helped  save  probably  seven  lives  (heart, 
two  lungs,  liver,  pancreas  and  two  kidneys, 
not  to  mention  bone  and  other  tissue). 
Keep  up  the  good  work." 

We  celebrate  great  journalism  every  day 
at  Knight  Bidder.  But  we  are  especially  proud 
of  Jeff  and  Eric.  Our  congratulations  to  them 
and  the  Detroit  Free  Press  for  an  extraordi¬ 
nary  series.  We're  sure  that  they  will  indeed 
keep  up  the  good  work. 

And  to  Kaden  and  his  family,  we  want  to 
say  how  happy  we  are  that  we  could  be  a 
part  of  their  heartfelt  story. 

Knight  Bidder.  What  a  difference  a 
newspaper  can  make. 
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LETTERS 


THAT  SADDAM'H  TRICKY  ONE 

IN  HIS  Sep.  23  article  questioning 
The  New  York  Times  Judith  Miller’s 
reporting  on  WMD  and  Iraq  (E&P 
Online),  William  E.  Jackson  Jr.  forgets 
one  very  important  piece  of  evidence: 
Saddam  Hussein’s  own  refusal  to  abide  by 

international  disarmament  _ ^ 

requirements.  There  was  a  LET 
little  thing  known  as  U.N. 

Resolution  1441.By  every-  'oxkon 

one’s  admission,  he  was  E-mail  to 
not  in  compliance.  Some  torandpubh 

chose  to  keep  playing  (6^) 

the  same  old  game  of  write  to  Lei 

inspections.  George  W.  Publisher,  7 

Bush  didn’t.  This  fact  York,  E 

alone  should  be  cited  in  Please  inclu 

addition  to  all  the  intelli-  location,  an 
gence  information  J ackson  dress.  Letter 
provides  in  his  case  to  ^  ^ 

diminish  the  WMD  threat 
of  Saddam  Hussein.  You  would  think 
the  fact  that  Saddam  never  came  clean 
might  form  an  important  part  of  the  case 
against  the  dictator.  This  ongoing  cam¬ 
paign  to  ignore  Saddam  Hussein’s  role 
in  his  own  demise  is  quite  mystifying. 

DENNIS  FURLAN 
Burlington,  Ont.,  Canada 

SEEING  RED  OVER  lUE' 

1WAS  DISMAYED  BY  THE  COVER  STORY 

in  the  Sept.  15  edition,  in  which  all 
sorts  of  fawning  was  showered  upon 
the  Centre  Daily  Times’  newest  project, 
the  college  student-aimed  “Blue.”  One 
paragraph  was  devoted  to  the  opposition, 
namely  from  Penn  State’s  Daily 
Collegian,  b2ised  on  the  possibility  that 


the  new  paper  might  drive  them  under. 
That  opposition,  in  your  article,  was 
quickly  dismissed  because  the  Collegian 
is  already  having  tough  times  and  it  has 
“inherent  strengths  that  ‘Blue’  can’t 
compete  with.” 

You  neglect  to  mention  that  “Blue” 
has  the  inherent  strength  of  hundreds 

^ _  of  millions  of  dollars 

_  u  x  T  F  R  <!  behind  it.  That,  coupled 

with  Act  199,  which  would 

E&P  wekomes  letters.  allow  “Blue”  and  not  the 

E-maU  to  letters(s  edi-  Collegian  to  go  after  ad- 

torandpublisher.com,  vertisements  for  alcohol, 

fojo  to  (6^)  654r5370,  or  the  establishment 

Xante  to  Letters,  Editor  &  of  the  paper  bad  news  for 
Publisher,  770  Broadway,  college  journalism.  Fair 

New  York,  NY 10003.  competition  is  desirable. 

Please  include  name,  title,  the  competition 

location,  and  e-mail  ad-  State  College  will  be 

dress.  Letters  may  be  edited  anything  but  fair,  thanks 
for  all  the  usual  reasons.  ^^e  resources  of  a  me¬ 

dia  mega-corporation  and 
an  unconstitutional  law  that  few  in  the  in¬ 
dustry  —  E^P  not  among  them,  I  might 
add  —  have  been  brave  enough  to  fight. 

GREG  HELLER-LABELLE 
EDITOR  IN  CHIEF 
The  Pitt  News 

Correction 

"Eyeing  Maple  Leaf  Rags”!  Sept.  15) 
incorrectly  characterized  Canada’s  1982- 
85  prohibition  on  same-market  owner¬ 
ship  of  a  daily  paper  and  broadcast 
property.  The  prohibition  was  initiated 
by  a  federal  Cabinet  “Direction.”  Also,  the 
number  of  dailies,  community  papers, 
niche  and  specialty  publications  that 
CanWest  Global  Communications  bought 
from  Hollinger  Inc.  in  2000  was  168  plus 
a  50%  interest  in  the  National  Post. 


- 3^  50  YEARS  AGO  - - 

NEWSPAPERDOM®  FROM  EDITOR  &  PUBLISHER 


SEPTEMBER  26,  1953: 
U.S.  Deputy  Attorney  General 
William  P  Rogers  made  a  pledge 
of  better  cooperation  in  the  future 
between  the  Department  of 
Justice  and  the  press,  with  regard 


to  releasing  information. 

The  Cleveland  Newspaper  Guild 
this  week  drafted  a  code  of  ethics 
for  both  newspaper  management 
and  writers,  emphasizing  accura¬ 


cy,  objectivity,  fairness,  integrity 
and  personal  conduct.  Newspa¬ 
pers,  it  said,  “shall  not  exploit  the 
names  of  by-line  writers  to  win 
public  acceptance  for  stories  that 
violate  integrity.” 
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THIS  WEEK  ON  THE  WEB 

Exclusively  on  editorandpublisher.com ... 

Once  upon  a  time.  San  Francisco  Chronicle 
scribes  weren't  so  fond  of  SFGate.com.  But  peace 
has  returned,  says  Vlae  Kershner  (See  “5  Ques¬ 
tions”  on  “Features  &  Columns"  page.  Sept.  22). 
...  A  new  breed  of  RSS  entrepreneurs  thinks 
their  technology  could  revolutionize  online  pub¬ 
lishing.  Are  they  right?  (“Stop  the  Presses.”  Sept. 
24). . . .  Relaxed  Pentagon  rules  make  it  easier 
for  journalists  to  get  “embed”  in  Iraq,  says  Joe 
Strupp  (“Headlines.”  Sept.  25). ...  Can't  find  the 
word  you’re  looking  for?  YourOictionary.com  is  a 
portal  to  1,800  word  guides  online  (“Digital  How- 
To,”  Sept.  23). ...  And,  as  always,  a  new  Photo  of 
the  Week,  E&P  Online  Poll  and  Career  Center. 
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NEWSPJPREZ 

The  Society  of 
Professional 
Journalists  elected  its 
first  business  weekly 
editor  as  its  president 
when  Gordon  0. 
“Mac”  McKerral  of 
The  Business  Journal 
Serving  Greater 
Tampa  Bay  was 
installed  during 
the  recent  national 
convention  of  the 
largest  U.S.  journal¬ 
ism  organization.  He 
is  a  former  managing 
editor  of  The  News 
Herald  in  Panama 
City,  Fla. 

—  MARK  FITZGERALD 


FOR  MINING 

The  John  S. 

and  James  L. 
Knight  Foundation 
announced  the  final 
grant  recipients  under 
its  $10  million  news¬ 
room  training  initia¬ 
tive.  Included  are 
The  Learning  News¬ 
room,  which  will 
unite  The  American 
Press  Institute  and 
American  Society  of 
Newspaper  Editors  on 
a  four-year  project  to 


Papers  weigh  coverage 
n  a  forgotten  war  zone 


The  press,  like  the  public  and  the 
president,  seems  to  be  losing  interest 
in  still-simmering  Afghanistan 

BYJOESTRUPP 

As  VIOLENCE  IN  AFGHANISTAN  INTENSIFIES, 

along  with  plans  for  expanded  U.S.  funding 
and  possible  military  efforts,  American  news¬ 
papers  are  keeping  their  staffing  in  the  war-torn 
country  to  a  minimum,  blaming  budget  cutbacks, 
a  perceived  lack  of  reader  interest,  and  the  need  for 
resources  in  Iraq  and  other  international  hot  spots. 
Over  a  satellite  phone  from  Kabul,  Pam  Constable, 
The  Washington  Post’s  only  reporter  in  the  country, 
admitted  that  the  lack  of  support  has  forced  her  to  put 
some  stories  on  the  back  burner.  “I  have  a  list  of 
stories  20  items  long,”  she  said.  ‘There  are  times  when 
I  can’t  keep  up.” 

Although  there  are  fewer  than  10,000  U.S.  troops 
in  Afghanistan,  compared  to  more 
than  120,000  in  Iraq,  signs  that  the 
Taliban  is  back,  while  the  Bush 
Administration  pushes  for  expanded 
international  peacekeeping  forces, 
would  indicate  a  need  for  more  news 
coverage.  Editors  at  several  major 
newspapers  either  don’t  agree  or  say 
that  they  can’t  spare  the  journalists 
from  other  overseas  assignments. 

“Iraq  has  taken  a  substantial 
amount  of  manpower  we  could  use 

Andy  Maykuth  (r.)  of  The  Philadelphia 
Inquirer,  at  the  Shrine  to  the  Martyr  in 
the  Panshir  Valley  this  month 


elsewhere,”  said  Mike  Jett,  deputy  foreign  editor  for 
the  Chicago  Tribune,  which  has  one  stringer  in 
Afghanistan,  but  three  staffers  in  Iraq.  “I  think 
Afghanistan  has  been  busy,  but  there  has  not  been  a 
real  spike  in  news.  We  cover  it  as  best  we  can.”  Jett 
said  the  Tribune  had  up  to  three  staffers  there  during 
the  war.  “I  don’t  think  we  would  increase  it  —  it  is  too 
goddamn  expensive!”  he  exclaimed. 

Andrew  Ross,  national  and  foreign  editor  of  the 
San  Francisco  Chronicle,  which  has  one  person  in 
Iraq  and  none  in  Afghanistan,  echoed  that  view. 
“Afghanistan  is  somewhat  undercovered,”  he  opined. 
“But  I  think  it  is  a  question  of  resources.” 

Cox  Newspapers  has  no  one  in  Afghanistan.  “We 
have  to  pick  and  choose  where  we  can  put  people, 
where  it  is  smart  to  put  people,”  said  Foreign  Editor 
Chuck  Holmes,  who  oversees  the  chain’s  seven  for¬ 
eign  correspondents.  “There  is  not  compelling  inter¬ 
est  in  daily  filings  for  our  papers  out  of  Afghanistan.” 
Holmes  added,  ‘We  are  toying  with  having  someone 
there  before  the  end  of  the  year  to  do  some  stories.” 
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Delivering  financial 
solutions  to  newspapers 
for  nearly  two  decades. 

Since  I  986,  Citizens  Bank  Publishing  Group 
has  been  providing  customized  financial  solutions 
and  expertise  to  newspaper  publishers  of  all 
sizes.  For  more  information  on  our  wide  array  of 
services,  call  one  of  the  contacts  below: 

Frank  J.  Grueter,  III  Senior  Vice  President  617-994-7044 
Mark  A.  Young  Senior  Vice  President  617-994-7045 
Joanne  P.  O'Keeffe  Vice  President  617-994-7302 
Cynthia  J.  Terwilliger  Vice  President  617-994-7053 

^  Citizens  Bank 

Not  your  typical  bank.® 


Member  FDIC 


^  i  “Two  people  in  one  place  is  a 

fc^*vv2»  David  Hoffinan,  foreign 

edatoroiTheWashingtonPost, 
said  Constable  is  able  to  cover 
Y  \  j  everything  that  is  needed 

IS',  -  there,  and  criticized  those  who 

rate  the  paper  only  by  the 
'  'i  ^  amount  of  people  it  sends  to  a 

■H  '  j  region.  “Look  at  the  joumal- 

L  ism,  not  just  the  numbers,”  he 

Liz  Sly,  of  the  Chicago  Tribune,  interviewed  j  • _ _  i  _ _ 

, ,  _  -.XU*  I-  lu-  said.  Looking  at  how  many 

U.S.  troops  in  Afghanistan  earlier  this  year  ,  ,  ° 

people  you  have  there  is  an 

imperfect  way  to  judge.”  John  Walcott,  Washington 
bureau  chief  for  Knight  Ridder,  believes  the  two 
people  he  has  assigned  to  Afghanistan  are  enough. 
“One  thing  that  would  increase  it  is  a  major  military 
action,”  he  explained. 

About  a  dozen  U.S.  reporters  are  taking  part  in  an 
informal  “embedding”  program  in  Afghanistan.  1! 


At  the  Los  Angeles  Times, 
the  only  coverage  comes  from 
Delhi-based  reporter  Paul 
Watson,  who  spends  about 
one-third  of  his  time  in 
Afghanistan.  “I  don’t  have  the 
staff  right  now  to  have  some¬ 
one  there,  primarily  because  of 
Iraq,”  said  Maijorie  Miller, 
foreign  editor.  “My  hope  is  to 
get  a  stringer  (in  Afghanistan) 
full  time  at  some  point.”  The 
Times  suffered  a  tragedy  last 
week  when  foreign  correspondent  Mark  Fineman,  51, 
died  in  Iraq  of  a  heart  attack. 

Newsday  Foreign  Editor  Dele  Olojede  said  he  has 
temporarily  relocated  the  paper’s  Moscow  correspon¬ 
dent  to  Afghanistan  along  with  a  photographer  for 
several  weeks  to  do  a  special  report,  but  does  not  plan 
to  staff  the  country  beyond  the  middle  of  October: 


create  the  concept  of 
a  self-training  news¬ 
room  nationally  (one 
dozen  U.S.  newspa¬ 
pers  will  run  pilot 
programs);  and  the 
NewsTrain,  which  has 
The  Associated  Press 
Managing  Editors 
training  as  many 
as  3,000  middle 
managers. 

—  JOE  STRUPP 


In  a  sign  that 
Metro  Internation¬ 
al,  the  Luxembourg- 
based  pioneer  of  the 
quick-read  tabloids, 
could  be  readying  for 
its  next  big  move,  it 
tapped  Jim  McDon¬ 
ald,  publisher  of  its 
Philadelphia  edition, 
last  week  for  a  new 
position:  vice  presi¬ 
dent  of  business  de¬ 
velopment  for  North 
America.  McDonald 
said  that  in  addition 
to  pursuing  network 
ad  sales  across 
Metro's  editions,  his 
responsibilities  will 
include  assisting  in 
new  launches,  should 
they  occur.  “A  num¬ 
ber  of  unique  oppor¬ 
tunities  exist,  and 
Metro’s  moving  me 
into  a  position  to  take 
advantage  of  it,” 
he  said. 

—  LUCIA  MOSES 


After  Seattle  setback 


interpretation  of  the 
clause  is  important  be¬ 
cause  the  Times  argues 
that  the  JOA’s  financial 
loss  in  2000  was  the 
first  of  three  consecutive 
years  of  losses,  and  thus 


threw  out  only  the  2000 
losses,  but  Hearst  could 
be  back  in  court  as  early 
as  this  week  to  throw  out 
the  other  years  as  well. 
‘We  will  be  asking  the 
court  for  a  similar  ruling 
for  2001  since  the  Times’ 
own  documents  show 
that  its  strike-related 
losses  exceeded  its  JOA 
loss  for  that  year.  We 
also  intend  to  pursue 
our  claims  with  respect 
to  2002,”  a  company 
statement  said. 

The  Times  has  30 
days  to  appeal  the  Sept. 
25  ruling,  and  a 
spokesperson  said  last 
week  it  was  still  looking 
at  its  options. 

Times  Executive 
Editor  Mike  Fancher 
reassured  newsroom 
employees  in  a  memo 
that  “nothing  has 
changed,”  and  that  the 
paper  would  “continue 
to  do  great  joumedism, 
because  that’s  who 
we  are.”  0 


BY  MARK 
FITZGERALD 

IN  THE  END,  THE 

best  witness  for  The 
Hearst  Corp.  in 
Thursday’s  first-round 
victory  in  the  legal  fight 
to  keep  alive  its  Seattle 
Post-Intelligencer  and 
a  joint  operating  agree¬ 
ment  (JOA)  proved  to 
be  its  most  ardent  foe: 
Seattle  Times  Co.  CEO 
Frank  Blethen. 

In  granting  Hearst 
a  limited  summary  judg¬ 
ment  in  its  lawsuit  to 
prevent  the  Times  from 
forcing  an  end  to  the 
JOA,  King  County 
(Wash.)  Superior  Court 
Judge  Greg  Canova  said, 
in  effect,  that  Blethen 
and  Times  officials  could 
not  have  it  both  ways  — 
claiming  two  years  ago 
that  the  JOA’s  force 
majeure  clause  applied 
to  the  49-day  Christmas 
season  strike  in  2000, 
then  saying  in  court  this 
year  that  it  did  not.  The 


Anew  $5  million 
media  center 
named  for  former 
Gannett  Co.  Inc. 
CEO  and  USA  Today 
founder  Al  Neuharth 
had  a  grand  opening 
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Prill  is  gone  at  ABC,  Target 


BY  LUCIA  MOSES 

Newspapers  may  have  suffered  a  double 
setback  this  month.  They  will  lose  a  key  ally 
on  the  advertiser-dominated  Audit  Bureau 
of  Circulations  board  when  Terry  Prill  gives  up  her 
membership,  as  a  result  of  retiring  two  weeks  ago 
from  her  job  as  newspaper  strategist  at  Target  Corp. 
Her  departure  from  Target  also  puts  in  question 
whether  the  retail  biggie  will  veer  from  its  heavy  use 
of  newspapers. 

Prill’s  passion  for  newspapers  gave  her  a  rare 
ability  to  understand  and  seek  policies  that  served 
both  advertisers’  and  newspapers’  needs,  former 
board  colleagues  said.  “It’s  a  loss,”  said  Rob  Althaus, 
a  board  member  and  vice  president  of  circulation  for 
Gannett  Co.  Inc.  “I  think  she  was  unusual  to  the 
extent  that  she  was  a  consensus-builder....  I  think  she 
helped  change...  the  obstacles  of  the  industry 
in  thinking  about  why  readership,  and  not  net  paid 
circulation,  is  something  very  important.” 

As  a  member  of  the  board’s  strategic  planning  and 
marketing  committees.  Prill  was  instrumental  in 
the  creation  of  the  increasingly  popular  ABC  Reader 
Profile  service  that  audits  newspaper  readership.  She 
also  helped  shape  recent  major  changes  in  the  rules 
defining  paid  circulation.  She  has  joined  advertisers 
calling  for  newspapers  to  report  circulation  by  day 
of  the  week  and  for  the  need  for  the  ABC  to  audit 


free  papers,  issues  that 
have  created  more  than  a  little 
discomfort  among  publishers, 

Prill  also  supported  an  ongoing  wH 

effort  to  bring  accountability'  to 
newspapers’  advertising  insert 
process.  Prill  was  press  fan 

The  36-member  ABC  board  is  expected  to  vote  on  a 
successor  during  the  next  ABC  conference,  Nov.  5-8. 

Target  spent  $2l6.9  million,  or  41.9%  of  its  media 
budget,  in  newspaper  ROP  advertising  and  inserts 
last  year,  making  it  the  medium’s  13th  biggest  adver¬ 
tiser  among  parent  companies,  according  to  TNS 
Media  Intelligence/CMR.  It  spends  a  smaller  portion 
of  its  media  budget  in  newspapers  than  do  old-line 
discounters  such  as  Sears  and  Kmart,  but  far  more 
than  new  discount  retail  giants  such  as  Wal-Mart  and 
Costco,  according  to  Deutsche  Bank  research. 

“I  think  Terry  was  ultimately  responsible  for  the 
implementation  of  a  lot  of  these  strategies,”  said  John 
E.  Kimball,  senior  vice  president  of  the  Newspaper 
Association  of  America,  which  in  January  honored 
Prill  with  its  first  Newspajjer  Advertising  Person  of 
the  Year  award. 

Kimball  said  he  hopes  that  her  as-yet  unnamed 
successor,  in  evaluating  Target’s  media  plan,  will 
“keep  in  mind  what  has  certainly  been  a  very  success¬ 
ful  strategy  up  to  this  point.”  ® 


Spanish  network  formed 


BY  MARK  FITZGERALD 

CHICAGO 


As  Tribune  Co.  PREpares 
to  expand  its  Spanish- 
language  daily  Hoy  into 
new  cities,  the  biggest  newspa¬ 
pers  in  the  top  four  Hispanic 
markets  are  combining  to  create 
the  first  national  network  of 
big-circulation  Spanish-language 
papers. 

The  still  unnamed  network 
brings  together  four  papers  with 
quite  different  ownerships:  the 
125,862- 
circulation 

^  Ti  ■  a 


daily  La  Opinion  in  Los  Angeles, 
managed  and  50%  owned  by  the 
Lozano  family;  Knight  Bidder’s 
90,264-circulation  Miami  daily, 
El  Nuevo  Herald-,  the  52,601- 
circulation  New  York  City  daily 
el  diaro/La  Prensa,  bought  this 
summer  by  a  private  investment 
group  headed  by  Clarity  Partners 
LP;  and  PrensAmerica’s  Chicago 
weekly  La  Roza,  which  has  a 
combined  free  and  paid 
circulation  of 190,000. 

Publishers  in  the  new  network 
are  quick  to  say  that  it  is  not 
a  reaction  to  Hoy,  which  the 
Tribune  Co.  launched  from  its 
Newsday  property  several  years 
ago.  In  just  four  years.  Hoy 
became  the  second-largest 
Spanish-language  daily,  with  a 
circulation  of  91,156. 

Tribune  launched  a  Chicago 


edition  earlier  this  month  and  is 
widely  expected  to  start  up  an 
edition  in  Los  Angeles,  where  it 
publishes  the  Los  Angeles  Times. 

Interestingly,  Tribune  owns 
50%  of  La  Opinion,  which  it 
acquired  when  it  bought  the  old 
Times  Mirror  Co. 

La  Opinion  President  and 
COO  Monica  Lozano  declined 
to  talk  about  the  relationship 
with  Tribune:  “We’re  following 
our  own  business  strategy,  and 
we  always  have...  (Tribune)  has 
followed  a  national  strategy  that 
is  an  Hoy-hased  model,  and 
we’re  doing  what’s  best  for  our 
company.” 

Hispanic  print  has  lagged 
Spanish-language  television  in 
developing  an  easy  national  buy, 
said  PrensAmerica  CEO  Robert 
J.  Armband.  “I  look  at  this  as  the 
last  frontier  of  consolidation  of 
the  Hispanic  market,”  he  said.  II 


on  Sept.  25  at  the 
University  of  South 
Dakota,  Neuharth’s 
alma  mater.  The  two- 
day  event  included  a 
symposium  of  jour¬ 
nalists  and  the  un- 
veiiing  of  a  500- 
pound  bronze  bust 
of  Neuharth. 

The  Freedom 
Forum,  which  was 
founded  by  Neuharth, 
helped  fund  the  cen¬ 
ter,  along  with  the 
University  of  South 
Dakota  Foundation. 
The  new  site  will 
include  space  for  the 
campus  newspaper, 
the  Native  American 
Journalists  Associa¬ 
tion,  as  well  as  the 
university's  Contem¬ 
porary  Media  and 
Journalism  Depart¬ 
ment. 

—  JOE  STRUPP 

6ETTIII6III 

0NTHE0EAL7 

Employees  and 
shareholders 
of  Freedom  Commu¬ 
nications  Inc.  aren't 
the  only  ones  await¬ 
ing  the  outcome 
of  the  company's 
quest  for  a  liquidity 
solution.  One  weekly 
group  with  papers 
in  several  of  Free¬ 
dom's  markets  has 
told  likely  Freedom 
bidders  it  is  looking 
for  a  buyer,  said 
broker  John  T.  Cribb, 
who  is  representing 
the  group.  If  Freedom 
is  sold,  he  expects 
other  ripple  effects 
on  deal-making. 

Final  bids  for  Free¬ 
dom,  due  last  week, 
will  be  considered 
during  an  Oct.  1 
board  meeting. 

—  LUCIA  MOSES 
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C  A  1. 1  F  O  R  N  I  A 
Gordon  Prouty  to  advertising  vice  president 
of  the  San  Francisco  Chronicle.  Prior  to 
joining  the  Chronicle,  Prouty  spent  five 
years  at  Philadelphia  Newspapers,  Inc. 
Jim  Blinn  to  retail  advertising  director. 
Blinn  was  the  vice  president  of  advertis¬ 
ing  for  the  Worcester  Telegram  and 
Gazette  between  1994  and  1997- 


Robert  L.  Kaiser  h^ls  joined  the  San  Antonio 
Express-News  as  assistant  managing 
editor  for  news  and  the  newspaper’s  first 
writing  coach.  Kaiser  spent  the  past  6  1/2 
years  at  the  Chicago  Tribune  as  a  senior 
metro,  national,  projects  and  magazine 
reporter. 


BY  SHAWN  MOYNIHAN  NEWSPEOPLE®  EDITORANDPUBLISHER.COM 

O  SOUTH  DAKOTA 

Gary  L.  Wood 

Gary  L.  Wood  has  been  named  publisher  of 
the  Yankton  Daily  Press  &  Dakotan.  The 

t  former  classified  advertising  director  for 

the  Sioux.  City  (Iowa)  Journal,  he  replaces 
Rita  Thomas,  who  was  named  publisher  of 
'  the  York  News-Times  in  Nebraska.  Wood, 
48,  has  more  than  20  years  of  marketing 
and  sales  experience,  having  worked  at  The  Denver  Post,  the 
Los  Angeles  Daily  News  and  The  Examiner  in  San  Francisco. 
He  came  to  Sioux  City  from  the  Examiner  in  August  2001. 


ILLINOIS 

Amanda  Paulson  has  been  named  Midwest 
correspondent  for  The  Christian  Science 
Monitor.  In  her  new  Chicago-based 
position,  Paulson  will  cover  national 
news  and  a  variety  of  feature  stories. 


MINNESOTA 
Paula  Patton,  former  advertising  and 
circulation  sales  director  at  the  Faribault 
Daily  News,  is  returning  in  the  newly 
created  position  of  general  manager. 
Patton  had  been  serving  as  publisher 
of  The  Lompoc  (Calif.)  Record. 


NEW  YORK 

Jerry  Fragetti  has  been  named  senior  vice 
president  of  media  and  operations  for  the 
Newspaper  National  Network. 


We  special ize  i n  assisting  owners 
in  exploring  and  negotiating  the  sale 
of  their  daily  newspapers  or 
non-daily  newspaper  groups. 


WEST  VIRGINIA 
Susanna  Rodell  has  been  named  editorial 
page  editor  at  the  Charleston  Gazette. 
Her  experience  includes  work  as  an 
editoral  writer  for  The  Hartford  Courant 
and  The  New  York  Times. 


Jay  Johnson  joins  the  staff  of  the  Post- 
Bulletin  of  Rochester,  Minn.,  as  its  lead 
editorial  writer.  He  is  a  former  editor 
with  the  Minot  (N.D.)  Daily  News. 


I  WISCONSIN 

A  ToveHicks- 
Klund 

to  vice  president 

for  Gannett  Wis¬ 
consin  Newspapers.  She  joined 
Gannett  Co.  Inc.  in  1995. 
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Or  are  they?  Top  female 
editors  have  made  great 
strides,  but  their  numbers 
are  actually  declining 
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Here's  the  key  to  uncovering  new  opportunities 
in  your  industry:  Get  Editor  &  Publisher  in  print 
and  online.  It's  your  inside  source  for  everything 
that's  happening  from  an  editorial,  financial, 
legal,  marketing  and  technology  perspective. 


IN  ADDITION  TO  YOUR  WEEKLY 
PRINTED  ISSUES,  YOU'LL  RECEIVE: 


f 


$  of  exclusive  online  occ^  to 


ternet  oaess  to  currenfono  arc 


Get  the  information  you  need  to  get  ahead.  Start 
your  combined  print  and  online  subscription  today! 
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The  U.S.  Supreme  Court  faces  its  most  important  libel  law 
ruling  in  decades,  if  the  justices  will  only  take  the  case 


n: 


o  newspaper  is  a  named  party 
in  Consumer  Union  of  the  United 
States  Inc.  v.  Suzuki  Motor 
Corp.,  but  there’s  a  reason  that  chains 
such  as  Belo  Corp.,  Gannett  Co.,  Knight 
Ridder  and  Tribune  Co.  last  week  joined 
20  other  news  organizations  and  press 
associations  in  filing  an  amid  curiae  brief 
with  the  U.S.  Supreme  Court:  This  may 
be  the  most  critical  libel  law  case  to  come 
before  the  high  court  since  New  York 
Times  Co.  v.  Sullivan  in  1964  —  if  the 
justices  will  have  it. 

At  issue  is  whether 
newspapers  and  other 
media  will  effectively  lose 
their  first  line  of  defense 
against  costly  libel  litiga¬ 
tion  brought  by  public 
figures:  dismissal  by 
summary  judgment. 

The  Suzuki  case  is  yet 
another  puzzler  to  emerge 
from  the  judicial  wonder¬ 
land  that  is  the  United  States  Court  of 
Appeals  for  the  Ninth  Circuit,  the  court 
famous  for  banning  schoolroom  recitals 
of  the  Pledge  of  Allegiance.  Reversed 
frequently  by  the  Supreme  Court,  the 
Ninth’s  word  is  nevertheless  law  from 
Montana  to  California,  and  Alaska  to 
Guam.  In  Suzuki,  a  bare  (13-11)  majority 
of  Ninth  Circuit  justices  acted  outra¬ 
geously  again  —  reversing  a  libel  protec¬ 
tion  recognized  by  every  other  federal 
circuit  court. 

The  case  has  many  oddities.  Suzuki 
filed  its  1996  libel  claim  eight  long  years 
after  Consumer  Reports  magazine 
documented  that  the  1988  Samurai  had  a 
tendency  to  tip  during  testing,  and  nearly 


It  would  be  a 
true  miscarriage 
of  justice  if  the 
Supreme  Court 
were  to  ignore 
this  opportunity. 


a  year  after  the  model  itself  was  discon¬ 
tinued.  Suzuki  made  the  rather  risible 
claim  that  the  straight-arrow  Consumer 
Union  (CU)  rigged  the  tests.  The  trial 
judge  dismissed  that  on  summary 
judgment,  invoking  the  established  legal 
standard  that  Suzuki  could  not  prove  by 
“clear  and  convincing  evidence”  that  CU 
acted  with  “actual  malice,”  that  is,  that  it 
knowingly  published  falsehoods. 

Things  really  got  odd,  though,  when 
the  Ninth  Circuit  bought  Suzuki’s  argu¬ 
ment  that  judges  should  consider  only 
the  evidence  an  accuser 
produces,  and  ignore  all 
other  facts.  If,  based  on  a 
stacked  deck  of  evidence, 
a  jury  could  “plausibly” 
buy  Suzuki’s  conspiracy 
theory,  then  the  judge 
must  let  the  case  go  to 
trial.  In  effect,  the  court 
banned  summary  judg¬ 
ments  in  libel  cases. 

Libel  has  been  a  declining  problem  for 
newspapers  in  the  past  two  decades,  pri¬ 
marily  because  judges  are  free  to  toss  out 
the  many  frivolous  cases.  A  2001  Media 
Law  Resource  Center  found  news  organi¬ 
zations  are  successful  in  obtaining  sum¬ 
mary  judgment  nearly  80%  of  the  time. 

The  Supreme  Court  opens  its  new  term 
on  Oct.  6,  but  has  not  yet  indicated 
whether  it  will  hear  the  Suzuki  case.  It 
would  be  a  true  miscarriage  of  justice 
if  the  Supreme  Court  were  to  ignore  this 
opportunity,  and  by  its  inaction  impose 
a  libel  standard  that  could  chill  free 
expression  and  encourage  self-censorship 
among  the  citizens  and  press  in  a  huge 
swath  of  America. 
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BY  JIM  ROSENBERG 

Twenty-two  years  ago,  the 

Sarasota  (Fla.)  Herald-Tribune 
was  the  first  in  this  countr>^  to 
test  newspapers’  prospects  of 
printing  with  a  process  already  proven 
for  other  products.  A  few  years  later, 
after  a  handful  of  large  and  small  dailies 
from  Rhode  Island  to  California  took 
the  plunge,  the  number  that  eventually 
switched  to  flexogaphy  rose  to  about 
three  dozen  as  vendors  and  users  gained 
control  of  a  process  that  can  print  attrac¬ 
tive,  rub-ffee  pages  with  low  waste  levels. 

But  the  user  community  failed  to  grow  even  as  the 
process  improved  and  equipment  options  expanded 
from  new  or  converted  units  to  common-impression 
and  five-color  configurations,  towers,  and  singlewides. 
In  fact,  there’s  been  a  gradual  net  loss,  counting 
operations,  print  sites,  or  newspaper  titles. 

For  every  new  user,  an  existing  flexo-enhanced 
or  converted  letterpress  site  bought  a  new  offset  press. 
Pittsburgh,  Boston,  Akron,  Raleigh,  and  Wichita 
expanded  flexo  capacity,  while  Fort  Lauderdale  and 
Denver  dropped  long-standing  flexo  tests  in  favor  of 
offset.  The  Miami  Herald  printed  fine  flexo  but  sought 
efficiencies  in  keyless  offset  when  it  overhauled  a 
variously  equipped  pressroom.  In  British  Columbia, 
Vancouver’s  Pacific  Press  fled  flexo  for  a  new  offset 

A  new  flexo  add-on  unit,  shown  here  at  The  Recorder 
in  Greenfield,  Mass.,  and  tower  are  targeted  at  newspapers 
running  singlewide,  two-around  offset  press  lines 


Still  attempting  to  make  an 


impression  on  the  industry, 
proponents  see  slow  growth. 
Does  flexo’s  fate  hinge  on 
Euro  groups’  decisions? 
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Operations  Director  Douglas  W.  Hillman  with  the  Tech  Express  flexo 
deck  on  a  Goss  Urbanite  unit  at  The  Recorder,  Greenfield,  Mass. 


plant  in  the  mid-1990s 
to  print  its  two  dailies. 

The  Knoxville  (Tenn.) 

News-Sentinel  did  the 
same  earlier  this  year, 
and  The  Courier-Journal, 
in  Louisville,  Ky.,  will 
do  it  next  year. 

Still,  the  Chattanooga 
Times  Free  Press  went 
to  flexo  using  some  of 
Vancouver’s  equipment. 

The  Daily  Gazette, 
in  Schenectady,  N.Y., 
has  moved  into  flexo  with 
a  unit  from  the  small  early- 
adopter  Denton  (Texas) 

Record-Chronicle,  which 
since  its  purchase  by  Belo 
is  printed  in  The  Dallas 
Morning  News'  nearby 
offset  plant. 

Newspaper  and  Publica¬ 
tion  Flexo  User  Group 
membership  may  see 
further  erosion  as  a  couple 
of  flexo  sites  consider  new 
plants  and  presses. 

The  ’90s  also  saw  the 
number  of  vendors  diminish.  Hercules’ 
Merigraph  division,  which  supplied  plates 
for  those  first  trials  in  Sarasota,  eventually 
left  the  business.  W.R.  Grace  &  Co.,  another 
plate  supplier  and  the  buyer  of  Goodyear’s 
cushion  business  —  long  the  only  source  of 
flexo  plate  cushions  —  sold  its  printing 
products  business  to  Polyfibron  Technolo¬ 
gies.  Among  pressmakers,  Tokyo  Kikai 
Seisakusho  donated  a  flexo  test  unit  to  the 
Newspaper  Association  of  America  (NAA) 
in  1987  but  never  sold  such  presses.  Goss 
exited  flexo.  Publishers  Equipment  Corp. 
and  the  Motter  Printing  Press  Co.  were 
largely  acquired  by  Germany’s  Koenig  & 
Bauer,  and  Italy’s  Cerutti  gave  up  on  U.S. 
newspapers  entirely. 

A  few  original  suppliers  survive.  Among 
them  is  the  sole  flexo  plate  supplier  to  U.S. 
newspapers.  Founded  as  a  letterpress 
platemaking  joint  venture  of  newspaper 
group  Lee  Enterprises  and  a  Japanese  paint 
company,  NAPP  Systems  today  is  part  of 
MacDermid  Printing  Solutions,  which 
acquired  it  from  Polyfibron  and  already- 
bought  Hercules’  flexo  business. 

Testing,  not  buying 

Prospects  for  flexo  seemed  bright  in  the 
early  1980s.  The  research  arm  of  the  NAA’s 
predecessor  designed  the  ANPA  press,  a 
simpler,  direct-inking  press,  a  version  of 
which  became  the  basis  for  the  first  news¬ 


paper  flexo  presses,  using  shallow  relief 
plates  and  water-based  inks.  Manufacturers 
no  longer  associated  with  newspapers 
created  prototypes  for  testing  by  some 
of  the  industry’s  biggest  names.  Besides 
Faustel’s  deck  tested  in  Sarasota,  Kidder 
Stacy  worked  with  Providence  before  it 
installed  presses  from  Koenig  &  Bauer  and 
Windmoeller  &  Hoelscher.  Koppers  also 
came  up  with  a  prototype. 

Several  major  metros,  including  The 
Washington  Post  and  The  Atlanta  Journal- 
Constitution,  became  test  sites.  The  Saraso¬ 
ta  Herald-Tribune  gave  up  tests  when  it  was 
bought  by  the  New  York  Times  Co.,  which 
built  it  an  offset  plant.  The  metros  never 
came  around. 

When  interest  revived  later  in  the  decade, 
remarks  by  Scripps  Howard’s  production 
chief  Ralph  Eary  captured  early  enthusiasm 
and  longer-lasting  wariness.  He  predicted 
“about  200  newspapers  will  convert  to  flexo 
in  the  next  five  years,”  but  said  newspaper 
managers  “are  not  totally  convinced  [flexo] 
will  work.  Some  who  were  first  convinced  it 
would  are  now  putting  on  the  brakes.” 

Between  then  and  now,  nearly  all  of 
flexo’s  original  pool  of  letterpress  prospects 
vanished.  Nowhere  near  200  papers  adopt¬ 
ed  flexo.  Now,  any  further  growth  will  come 
from  old  offset.  Growth  is  important  to  sup¬ 
port  vendors’  research  and  development, 
which,  with  more  users’  shared  experiences. 


advances  the  process.  It  also  encourages 
the  emergence  of  competing  vendors. 

For  all  the  apparent  stagnation,  however, 
flexo  not  only  survives  but  thrives.  If  the 
number  of  sites  has  not  grown,  unit/couple 
sales  certainly  have  kept  rising,  and  print- 
quality,  operations,  equipment,  and 
consumables  have  kept  improving. 

Growing  markets  in  Europe? 

Moreover,  users  see  a  couple  of  bright 
spots  on  the  horizon  —  one  involving  two 
very  large  overseas  publishers  and  the  other 
a  dome.stic  development  that  could  woo 
the  large  number  of  small  to  midsized 
offset  newspapers. 

Flexo  users  convened  for  the  first  time 
in  three  years  in  Las  Vegas  a  day  before 
Nexpo  opened  in  June.  Terrorism  and 
recession  had  halted  annual  gatherings 
since  the  largest  flexo  site.  Associated 
Newspapers’  Harmsworth  Quays  Printing, 
played  host  in  London. 

Jerry  Hall,  MacDermid’s  printing  plate 
marketing  and  R&D  vice  president,  opened 
the  meeting  with  reassurance.  It  may  be  the 
only  plate  supplier,  but  Printing  Solutions 
isn’t  going  away.  It’s  MacDermid’s  largest 
division,  accounting  for  more  than  40% 
of  its  business,  and  the  bulk  of  that  is  flexo 
packaging  and  newspaper  plates,  according 
to  Hall.  Furthermore,  he  said,  the  R&D 
emphasis  shifted  last  year  back  to  newspa¬ 
per  issues  at  the  San  Marcos,  Calif,  offices. 
Hall  then  cut  straight  to  the  chase: 

•  His  firm  may  be  the  only  plate  supplier 
and  have  only  one  manufacturing  plant,  but 
he  said  he  is  aware  of  three  others  testing 
flexo  plates  in  Europe,  and  MacDermid  is 
adding  a  plate  plant  in  Wigan,  England. 

•  After  years  of  prototyping,  no  flexo 
CTP  is  in  production,  but  MacDermid  and 
PerkinElmer  Optoelectronics  are  readying 
an  autoloading  125-plate-per-hour  unit 
for  beta  testing  while  fine-tuning  a  more 
sensitive  laser  plate.  Speed  and  cost  always 
have  been  issues  for  a  machine  that  needs 
a  powerful  ultraviolet  laser  to  sculpt  a  pho¬ 
topolymer  flexo  plate  rather  than  expose  a 
litho  plate. 

•  Recycling  flexo-printed  papers  re¬ 
quires  modifying  techniques  that  remove 
oil-based  litho  inks.  “It’s  difficult  to  de-ink 
newsprint  using  a  process  that’s  been  opti¬ 
mized  for  offset,”  said  Hall.  Citing  progress 
by  researchers  in  France  who  have  looked 
into  changes  to  inks  and  de-inking,  he  said 
mill  trials  have  been  run  and  more  are 
planned  during  a  two-year  testing  program. 

To  ensure  success,  those  tests  rely  on  30% 
flexo  loading  —  much  more  than  recovered 
newspapers  will  {continued  on  page  39} 
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SPECIAL  ADVERTISING  SECTION 


"Passion  for  Innovation" 
Drives  Leading  Post-Press  Supplier 

GMAr  Partnering  With  Customers, 
Consistently  Delivers  Advanced  Technology 


Back  in  the  mid  80s,  a  small,  upstart  Pennsylvania- 
based  mailroom  equipment  designer  and  remanu¬ 
facturer  invented — for  the  first  time — the  process 
by  which  free-standing  advertising  inserts  were 
placed  in  daily  and  Sunday  newspapers.  Graphic 
Management  Associates  (GMA),  located  in  the 
Lehigh  Valley  of  the  Keystone  State,  took  an 
ancient  axiom,  applied  it  to  packaging  operations, 
and  rapidly  became  a  major  supplier  of  post-press 
equipment  and  systems. 

Mechanical  inserting,  up  to  1986,  had  always  been 
done  in  a  circular  or  oval  layout,  ignoring  an 
immutable  fact  of  life  and  physics:  The  shortest 
distance  between  any  two  points  is  (and  always 
will  be)  a  straight  line.  The  GMA  concept  of 
straight-line  inserting  was  not  only  novel — nobody 
else  had  come  to  market  with  such  a  scheme — it 
was  unique.  And  most  importantly,  it  worked, 
offering  customer  benefits  not  previously  available. 

Straight-line  inserting  systems  (SLS-ICXX)®)  gave 
birth  to  an  attribute  that  has  characterized  GMA 
and  differentiated  the  company  from  others  in  the 
packaging  and  distribution  sector.  It  produced  a 
passion  for  innovation  which  became,  and  contin¬ 
ues  to  be,  GMA's  mantra. 

Once  Ignited,  that  flame  of  passion  continued  to 
define  GMA's  contributions  and  solutions  to  mail- 
room  operations...and  rather  promptly.  )ust  one 
year  after  the  first  SLS-IOOO  high  speed  Inserting 
system  debuted,  GMA  shifted  Its  focus  to  press 
conveyors,  launching  its  News-Grip™  single  grip¬ 
per  product.  In  1988,  GMA  installed  the  first  on¬ 
line  Press-to-Pocket™  (PTP)  conveyor,  which  trans¬ 
ported  jackets  to  feeders  at  press  speeds. 

Hearing  customer  concerns  regarding  downstream 
product  repair,  GMA  responded  with  the  now 
standard  Missed  Insert  Repair  System  (MIRS)  that 
requires  no  additional  feeders  or  personnel  to 
deliver  product  integrity. 


Following  several  years  of  designing  and  testing, 
much  of  it  in  concert  with  key  newspaper  pro¬ 
duction  personnel,  in  1995  GMA  re-invented 
inserting.  The  SLS2000®  system  ran  faster,  was 
ergonomically  improved,  and  contained  enhanced 
PC-based  production  software.  Mailroom  vocabu¬ 
lary  was  soon  augmented  with  terms  such  as 
SAM™  and  WinLincs™. 

1999  saw  the  debut  of  the  Bundler,  a  multi-func¬ 
tional  unit  that  stacks,  wraps,  labels  and  straps  in 
one  fluid  motion,  and  requires  considerably  less 
floor  space  than  traditional  tie  lines.  GMA  engi¬ 
neers  are  also  exploring  PowerWrap  packaging  and 
the  revenue-generating  Print-on-Demand  concept. 

Last  year  GMA  re-invented  inserting  for  the  third 
time.  The  new  SLS3(XX)®  inserting  system  fea¬ 
tures  shaftless  feeders  with  servo-drive  technology, 
single  and  dual  delivery  modes,  easier  set-up  and 
maintenance,  and  an  even  lower  feeding  height. 
And  like  its  1986  forerunner,  the  SLSTOOO  main¬ 
tains  the  original,  innovative  straight-line 
approach.  The  passion  continues. 

Innovation  has  been  GMA's  hallmark  throughout 
most  of  the  company's  lifetime.  If  there  are 
other  axioms,  or  just  plain  bright  ideas,  to  be 
pursued  that  will  result  in  significant  benefits  to 
the  fourth  estate,  GMA  will  follow 
through...innovatively  and  passionately. 


For  more  information: 
Gretchen  Walters 
Marketing  Manager 
610-694-9494 
info@gma.com 


UeMBCR  Of  TM€  UULLER  MARTINI  GROUP 

moNii  610-694-9494  fax:  610-694-0776  www.gma.com 


Whales  the 
Fastest  to 
Point?... 


GMA  has  proven  the  superiority  of  straight-line  inserting — in 
hundreds  of  world  wide  installations.  Today,  GMA’s  third  generation 
SLS3000*  inserting  system  maintains  the  straight-line  approach.  The 
SLS3000  is  faster,  has  greater  capabilities  for  a  wider  variety  of  products,  and 
a  sleeker,  safer,  more  ergonomic  design.  The  end  result  is  higher  net  throughput. 

Knowing  what  the  packaging  and  distribution  market  needs,  and  innovating  to  meet  those 
demands,  GMA  continues  to  raise  the  bar  on  productivity. 


Passion  for  Innovation! 


A  straight  line. 

straight-line  inserting  keeps  package  contents 
intact,  and  is  the  fastest  way  between  jacket  input 
and  gripper  output.  It  allows  for  the  most  efficient 
material  handling  and  machine  management. 
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Harris  &  Baseview  Develops  on  the  Cutting  Edge 

Sales,  Current  Clients,  Lots  of  Reading  Keeps  Us  in  the  Know 


Harris  SC  Baseview  prides  itself  on  being  innovative 
to  the  point  of  prescience.  We  spot  a  trend  before 
it's  a  trend  and  we  invent  a  solution  to  handle  it. 
PDF  workflow?  Nailed  it.  Adobe's  InDesign  and 
InCopy?  Got  it.  Marketing  without  telemarket¬ 
ing?  We  can  do  that. 

We  do  it  by  keeping  In  touch  with  our  customers, 
finding  out  their  needs,  and  then  designing  soft¬ 
ware  to  answer  those  needs.  We  also  talk  to  the 
salespeople  in  the  trenches  to  find  out  what  publi¬ 
cations  are  looking  for  but  not  finding.  Then  we 
make  it  easy  to  find.  And  of  course  we  read. 

And  read  and  read  and  read.  Online  publications 
as  well  as  trade  publications  litter  our  cubicles  so 
we  can  be  on  top  of  things  and  keep  our  cus¬ 
tomers  on  top  of  things. 

For  your  production  department,  we  offer 
ProductionManagerPro,  which  keeps  track  of 
your  ads  and  all  their  elements,  including  fonts 
and  graphics,  from  the  time  you  sell  the  ad  right 
on  through  to  the  archive.  Since  everything  is  in 
an  easy-to-find  folder,  you'll  have  more  time  for 
designing  ads  to  help  your  customers  sell  more. 
You  can  easily  burn  ads  to  CDs  or  move  them  to 
servers,  then  just  as  easily  find  them  again,  with 
all  their  components  intact. 

In  the  newsroom,  we  offer  ]azbox,  a  content  man¬ 
agement  solution  featuring  multimedia  and  online 
services  as  well  as  a  Content  Syndicator  module. 
Our  NewsEditPro  and  NewsEditPro  IQue  systems 
get  you  the  files  you  need  quickly,  and  then  let 
you  just  as  quickly  put  them  where  you  want  - 
on  a  page,  in  an  archive  or  on  the  Web.  We  also 
have  multiple  solutions  for  archiving,  Web,  pagina¬ 
tion  and  anything  else  you  can  think  of. 

Our  advertising  products  -  AdPower  and 
AdManagerPro  -  relieve  your  staff  of  the  day-to-day 
hassles  of  booking  ads,  invoicing,  etc.,  and  let  them 
keep  busy  with  selling.  You  can  have  online  advertis¬ 
ing  and  paginate  classified  and  simple  ROP  ads  too. 


CirculationPro  covers  all  the  bases  in  the  post¬ 
press  area  and  does  in  a  new  platform-independ¬ 
ent  way.  Clients  can  use  a  simple  Web  browser  to 
access  the  secure  database  from  anywhere.  You'll 
delight  in  the  multitude  of  reports  and  built-in 
functions  that  will  make  your  circulation  depart¬ 
ment  "pencil  free." 

Our  solutions  work  on  Windows,  Macintosh,  Mac 
OSX,  Unix,  Solaris  and  more.  We  design  software 
for  the  largest  publications  on  earth  as  well  as  the 
smallest.  Pagination  can  be  done  with 
QuarkXPress  or  Adobe's  InDesign.  We  can  build 
and  host  your  Web  site  for  you  or  give  you  the 
tools  to  create  a  snazzy  site  of  your  own. 

We're  flexible  not  only  in  our  approach  to  soft¬ 
ware  but  also  in  our  approach  to  customer  serv¬ 
ice.  We  want  our  customers  happy,  so  we  do 
whatever  is  needed  to  keep  them  that  way. 

Contact  Peter  Cooper,  director  of  marketing,  at  321-242-4382 
or  by  e-moiling  him  at  peter.cooper@harrisbaseview.com. 

Learn  more  about  Harris  &  Baseview  at 
http://www.harrisbaseview.com. 


Harris^^aseview 

THE  mediaspaW  toblishing  divisionJ 


At  Harris  &  Baseview,  we  aim  to  be  ahead  of  the 
game.  VVe  want  our  solutions  to  be  what  you've 
been  wishing  for,  not  a  rehash  of  what  vou 
already  have. 

So  in  tliat  vein,  we  have  to  think  outside  the  box. 
We  have  to  look  ahead  to  the  future  of  technol¬ 
ogy,  which  means  we're  on  a  different  playing 
field  altogedier. 

We  design  solutions  for  advertising,  circula¬ 
tion,  editorial,  the  Internet  and  production. 

so  tliat’s  a  lot  of  boxes  we  have  to  escape,  but  its 
the  part  of  development  we  like  best.  If  there’s  a 


task  you’ve  been  wishing  your  software  would 
take  over,  we’ve  taken  over  and  designed  soft¬ 
ware  tliat  does  it. 


HarrisC^ciseview^ 

THE  MEDIASP>^  TOBLISHING  DIVISION^ 


A  lot  of  it  comes  from  bstening  to  our  customers. 
Industry  surveys  have  found  Harris  &  Baseview 
customers  to  be  the  happiest  on  earth  and  we 
aim  to  keep  them  that  way.  We’ve  got  software 
tliat  will  run  those  pesky  reports  for  you,  soft¬ 


ware  that  will  fit  those  troublesome  headlines, 
software  that  will  alert  carriers  of  route  changes 
before  they  happen,  software  that  keeps  vour 
ads  all  tucked  in  with  their  gn^ihics  and  software 
that  lets  you  have  an  up-to-date  yet  hands-free 
Web  site. 

Many  of  these  innovations  came  from  ‘wish 
lists”  our  customers  told  us  about.  Then  we 
peered  into  our  crystal  balls  and  went  a  step  ftir- 
ther. 

Call  us  for  more  information  or  visit  our  new 
Web  site  at  www.harrisbaseview.com. 


Florida  Campus  321.242.5000  •  Michigan  CamDus7^.662.5800 


vvAvxv.liarrishasev  ievv.coni  •  iiiarketiiig@haiTisbasevievv.coiii 


SPECIAL  ADVERTISING  SECTION 


Innovating  for  Business  -  Goss  Digital  Inking 
Goes  From  Strength  to  Strength 

New  Goss  DigiRail  Delivers  State-of-Art  Capabilities 
to  Both  New  Presses  and  Existing  Equipment 


The  industry-leading  Goss®  Digital  Inking  System  is 
widely  recognized  as  a  highly  accurate,  low  waste 
inking  system  for  web  offset  newspaper  printing  press¬ 
es.  Recently  granted  a  2003  GATF  InterTech  ™ 
Technology  Award  by  the  Graphic  Arts  Technical 
Foundation  for  key  features  such  as  RIP  presetting 
functionality,  closed  system  design  and  the  ability  to 
retrofit  onto  older  presses,  it  now  forms  the  basis  of 
the  new  improved  Goss  DigiRail™  inking  system. 

A  compact,  state-of-the-art  ink  control  metering  sys¬ 
tem,  the  Goss  DigiRail  inking  system  delivers  higher 
quality  at  a  lower  cost,  through  the  benefits  of  exact¬ 
ing  density  control,  lower  start-up  waste  and  low  lev¬ 
els  of  maintenance. 

PRODUa  DESCRIPTION: 

Digital  Density  Control 

The  superior  ink  density  of  the  Goss  DigiRail  inker 
is  achieved  via  control  valves,  which  feed  a  stream  of 
ink  pulses  onto  the  ink  fountain  roller.  The  volume 
of  ink  within  each  pulse  is  controlled  digitally  and 
precisely,  irrespective  of  viscosity  or  temperature 
changes.  Increments  of  adjustment  of  0.1  out  of  ICX) 
steps  provide  for  small  coverage  requirements. 

The  ink  is  supplied  to  the  valves  by  a  series  of 
miniature  precision  gear  pumps,  directly  fed  with 
fresh  ink  through  an  enclosed  manifold  system.  This 
ensures  that  the  ink  reaching  the  printing  plate  is 
fresh  at  all  times  and  is  not  contaminated  with 
paper  lint  or  fountain  solution.  In  addition,  the 
enclosure  of  the  Ink  within  a  sealed  system  elimi¬ 
nates  ink  'dry-up'. 

The  manifold  design  of  the  Goss  DigiRail  inker  also 
has  three  other  advantages.  First,  it  allows  the  sys¬ 
tem  to  be  contained  in  a  single  assembly,  which 
takes  minimum  space  and  simplifies  installation  on 
new  and  existing  presses.  Second,  being  self-con¬ 
tained,  there  are  no  ink-fill  tubes,  agitators  or  blades 
to  add  to  maintenance  requirements  or  drip  ink. 
Third,  being  a  single  rigid  unit,  it  can  be  re-posi¬ 


tioned  precisely,  after  being  swung  away  from  the 
press  for  access  and/or  cleaning. 

Low  storf-up  Waste 

The  digital  nature  of  the  Goss  DigiRail  inking  sys¬ 
tem  is  compatible  with  today's  digital  workflow  sys¬ 
tems  and  is  designed  for  accurate  ink  pre-setting 
from  RIPped  data.  The  predictability  of  the  system 
provides  less  waste  at  start-up,  by  delivering  correct 
ink  films  after  fewer  press  turns.  The  system  soft¬ 
ware  then  takes  over,  increasing  the  ink-pulse  flow 
rate  with  press  speed,  so  that  densities  are  held  with¬ 
in  tolerance  during  acceleration /deceleration  and 
steady-state  running  conditions. 

Low  Costs 

The  Goss  DigiRail  inking  system  is  one  of  the  most 
cost-effective  inking  solutions  on  the  market,  due  to 
its  simple  operation,  low  maintenance  and  easy  clean¬ 
ing.  These  features,  and  the  system's  precise  delivery 
of  the  required  ink  quantity,  contribute  to  an  overall 
low  cost  of  ownership  and  fast  ROI  payback. 

Goss  digital  Inking  has  the  potential  to  drive  adver¬ 
tising  revenues  by  giving  new  confidence  to  publish¬ 
ers  and  advertisers  that  the  run-of-print  copy  will 
be  an  accurate  and  totally  consistent  match  to  the 
proof  they  signed. 

Contact:  Horry  Kokolus,  Director  of  Aftermarket  Soles, 

Goss  International  -  harry.kokolus@gossinternational.com 
or  telephone  (630)  755-9300 


Creating  value 

...for  your  business 


GOSS 

INTERNATIONAL 


Working  in  partnership  to  understand  your  needs 
Solutions  and  technology 
Focused  Implementation  of  total  press  projects 
Lifetime  support 

efficient  and  proven  tower  additions 
expanded  press  enhancement  program 
\  increased  parts  stock  and  competitive  prices 

Goss. ..Innovation  for  Business 

www.gossinternational.com 


SPECIAL  ADVERTISING  SECTION 


US  Press  Manufacturer  Concentrates 
on  Single-Width  Solutions 


Web  Press  Corporation's  world  headquarters  and 
manufacturing  plant  is  strategically  located  In  the 
Pacific  Northwest  -  right  in  the  heart  of  one  of 
America's  "high  Technology  Corridors."  Efficient 
production,  rigid  quality  control,  and  timely  deliver¬ 
ies  are  just  a  few  factors  that  have  contributed  to 
the  success  of  Web  Press  Corporation,  making  the 
company  an  industry  leader. 

Web  Press  Corporation  credits  its  success  to  a  num¬ 
ber  of  key  elements.  Combining  its  heritage  as  an 
innovator  of  printing  equipment  with  the  latest 
technology  ensures  the  Web's  customers  receive  the 
highest  quality  and  value  for  their  money.  This, 
together  with  a  highly  skilled  and  dedicated  team  of 
employees,  state  of  the  art  production  and  design 
facilities,  plus  research  capabilities  from  local  univer¬ 
sities  all  add  up  to  a  winning  formula. 

Today's  demanding  and  ever-changing  industry  has 
presented  Web  Press  with  varied  and  challenging 
requirements.  The  creative  design  team  at  Web  Press 
is  up  to  meeting  such  challenges.  The  Quad-Stack 
414+4  color  printing  unit,  and  the  Quadra  Color 
414+0  units  each  provide  versatile,  compact  color 
solutions  increasingly  necessary  in  today's  market. 

While  many  competitors  strategy  appears  to  be  to 
copy  outdated  designs  and  then  to  manufacture 
overseas,  WPC  has,  since  its  beginning  36  years  ago, 
committed  itself  to  building  here  in  the  U.S.  Most 
critically,  WPCs  strategy  is  to  offer  innovative  solu¬ 
tions,  not  just  copy  cat  products.  WPC  was  the  first 
single  width  supplier  to  offer  the  small  to  mid-size 
web  printer  innovations  such  as  twinned  press  lines 
with  both  independent  and  synchronized  operation, 
four  over  zero  (4/0)  CIC  Quadra  Color  units,  as 
well  as  the  compact  four  over  four  (4/4)  Quad- 
Stack  units  that  feature  the  shortest  web  lead  avail¬ 
able  in  a  4-color  unit. 

Due  to  its  versatility  and  ability  to  be  merged  into 
a  large  installed  base  of  older  competitive  presses 
ihdi  require  more  color,  the  compact  (less  than  9 
feet  tall)  Quad-Stack  4/4  unit  is  now  installed  on 
nearly  every  competitive  brand. ..Goss,  Harris,  King 
and  Tensor.  Quad-Stacks  are  in  operation  around 


the  world  with  approximately  65%  on  competitive 
presses,  offering  extremely  accurate  dot-on-dot  regis¬ 
tration.  This  results  in  printers  reaching  higher  lev¬ 
els  of  print  quality  with  very  minimal  waste. 

Responding  to  requests  from  customers  and  the 
growing  need  to  print  on  coated  stock,  Web  Press 
has  teamed  up  with  Online  Energy  and  Flint  Ink  to 
offer  an  add-on  UV  option  for  the  Quad-Stack. 

From  start  to  finish,  Web  Press  Corporation  products 
offer  innovative  answers  to  challenging  single  width 
and  semi-commercial  print  production  problems. 

For  quality  printing  and  outstanding  color  flexibili¬ 
ty,  investigate  Web  Press  Corporation,  your  color 
solutions  specialist. 


Web  Press  Corporation 
22023  68th  Avenue  South 
Kent,  WA  98032 
Phone:  253-395-3343 
Toll  free;  1-800-424-1411 
Fox:  253-395-4492 
Email:  wpcorp@wpcorp.biz 
Website:  www.wpcorp.biz 


WHEN  IT  COMES  TO  COMPLETE  PRESS  LINES 
FOR  THE  SINGLE-WIDTH  MARKET 
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CHOOSE  THE  COMPANY  THAT  HAS  IT  ALL! 


Web  Press 

CORPORATION 


PERFECT 

FOR 

ANY  SIZE 
PRESS  ROOM 


CONFIGURED  FOR  YOUR  NEEDS 


And  now  available  with  UV  capabilities! 
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SPECIAL  ADVERTISING  SECTION 


TKS  Growth  Continues 


PRESS  EQUIPMENT 

TKS  Supplies  Total  of  26  Shaftless  Presses  to  Yomiuri  Shimbun  in  Japan. 

The  Yomiuri  Shimbun  (Japan),  with  the  world's  largest 
newspaper  circulation  at  more  than  14,000,000  copies 
daily  (morning  and  evening  editions),  continues  their  pro¬ 
duction  expansion  with  additional  TKS  presses. 

Since  placing  this  order  for  26  presses  in  2002,  Yomiuri 
Shimbun  has  successfully  been  running  four  (4)  TKS 
ColorTop  7000CD  (couple  drive)  (100  printing  couples) 
shaftless  tower  offset  presses  in  two  of  their  plants. 

TKS  is  now  preparing  to  install  the  remaining  22  Color 
Top  7000CD  (555  printing  couples)  presses.  These  addi¬ 
tional  presses,  along  with  the  existing  TKS  presses,  will 
help  the  Yomiuri  Shimbun  meet  their  needs  for  increased 
color  capacity. 

One  press  set  consists  of  two  4/4  towers,  three  2/1  or 
2/2  towers,  2:.2  rotary  folder  and  five  RTF's. 

Fifteen  of  the  presses  consist  of  tower  units,  with  a  run¬ 
ning  maximum  speed  of  85,000  cph,  and  the  new  style 
2:2  rotary  folder  that  conforms  to  the  highest  speed. 

The  remaining  II  presses  consist  of  tower  units,  with  a 
running  maximum  speed  of  75,000  cph  and  the  standard 
2:2  rotary  folder. 

By  the  end  of  2004,  TKS  will  have  a  total  of  38  presses 
(including  existing  presses)  printing  Yomiuri  newspapers 
at  II  plants. 

NAC  Purchases  State  of  the  Art  Presses  from  TKS 
The  Newspaper  Agency  Corporation  has  signed  a  letter  of 
intent  to  purchase  three  state-of-the-art  presses  from  TKS 
for  their  new  facility.  This  press  order  represents  the  largest 
installation  in  North  America  of  the  new  TKS  4x1  press. 
Installed  on  a  concrete  tabletop  foundation,  the  70,000  cph 
presses  will  include  2:5:5  jaw  folders.  III  printing  couples,  24 
core  drive  RTF's  with  automatic  roll  loading,  fully  automatic 
web  lead-in  system,  blanket  wash  and  registration  systems. 
The  presses  will  also  be  equipped  with  TKS's  T-NFC  press 
controls  with  integrated  training  simulator. 

Mike  Shafer,  National  Sales  Manager,  TKS  (USA)  said  - 
"the  NAC  installation  shows  the  commitment  of  TKS  to 
the  U.S.  market,  as  well  as  NAC's  confidence  in  TKS  as  a 
press  system  supplier." 

To  date,  TKS  has  sold  2,065  printing  couples  of  the 
Color  Top  Shaftless  presses. 

ADDITIONS  TO  TKS  (USA)  STAFF 

Gregory  (Greg)  K.  Harabin  is  appointed  Fresident 
and  CEO  of  TKS  (USA).  Frior  to  joining  TKS  (USA), 
Greg  was  Regional  Sales  Manager,  Southeast  region,  for 
Man  Roland.  He  spent  22  years  with  Man  Roland  in  a 


number  of  positions  including:  key  account  technical 
manager,  chief  engineer  newspapers,  project  management 
and  design  engineering. 

Greg's  training  and 
background  in  engi¬ 
neering  and  business 
bring  a  well-rounded 
dimension  of  expertise 
and  experience  to 
TKS  (USA). 

John  R.  Steker  joins 
TKS  (USA)  as  Manager 
of  Technical  Support 
Services.  John's  respon¬ 
sibilities  will  include 
sales  support  for  new  and  upgrade  press  business,  as  well 
as  installations,  project  management  and  training. 

Before  joining  TKS  (USA),  John  was  with  Bob  Ray  and 
Associates  for  13  years  in  a  number  of  positions  includ¬ 
ing  sales  and  account  manager,  installation  estimation  and 
planning,  project  management  team  development  and 
installation  scheduling. 

"John  brings  a  wealth  of  knowledge  to  our  organization 
and  solidifies  our  commitment  to  the  North  American 
newspaper  market"  says  Greg  Harabin,  Fresident  and 
CEO,  TKS  (USA),  Inc. 

Tadashi  Morimoto,  Chairman  of  the  Board, TKS  (USA) 
and  Director  of  Overseas  Sales,  TKS,  Ltd.  says  -  "The  addi¬ 
tion  of  Greg  and  John  to  our  management  team,  posi¬ 
tions  our  North  American  Division  to  increase  our  busi¬ 
ness  in  this  important  market". 

What's  Ahead 

TKS  engineering  is  currently  completing  the  design 
and  will  soon  begin  manufacturing  a  new  press  product: 
a  6-page  wide  2  around  press.  This  press  will  be  demon¬ 
strated  at  Drupa  2(X)4. 

TKS  has  40  shaftless  presses  in  production,  with  50  more 
scheduled  on  line  in  the  next  two  years. 

One-Stop  Shopping 

With  the  TKS  Group  (TKS's  state  of  the  art  presses,  KKS's 
material  handling  equipment  and  TKE's  electronic  sub¬ 
components)  working  closely  together,  we  are  able  to 
offer  newspapers  a  full  line  of  production  and  material 
handling  products. 


John  Sleket,  Manager  Technkol  Support  Services,  TKS  (USA). 
Todoshl  Morimoto,  Chairman  al  the  8oord,  TKS  (USA)  and 
Gregory  Harabin,  president  TKS  (USA) 


For  more  information  on  the  TKS  line  of  products, 
please  contact  Mike  Shafer,  Notional  Sales  Manager  at 
(800)  375-2857,  ext.  Ill  or  visit  us  at  www.tksusa.com. 
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Furthering  The 

_ 

TRADITIDN- 

THE  TKS  -4X1  PRESS. 


For  those  wanting  the  efficiency  of  a  4x1  press  with  the  legendary  quality  and 
reliability  of  TKS,  we  introduce  the  ColorTop  5000UD.  It  delivers. 

The  ColorTop  5000UD  is  the  latest  in  a  long  line  of  technologically  advanced 
presses  from  the  company  that's  earned  the  respect  and  satisfaction  of 
customers  worldwide  for  more  than  130  years. 


The  ColorTop  5000UD 

•  four  pages  wide  one  around 

•  70,000  CPH 

•  Plate  and  blanket  cylinder 
are  both  one  around 

•  Uses  conventional  blankets 
(no  metal  back) 

•  Shaftless  drive  system 

•  Flexibility  of  digital  or  open 
fountain  inking 

•  Based  an  proven  technology 
of  ColorTop  3000 

•  Same  anti  fanout  roller  system 
of  the  ColorTop  7000 

•  Full  bearer  to  bearer 


To  learn  more  about  how  the  TKS  line 
of  products  can  meet  and  exceed  your 
pressroom  demands,  please  call  us  or 
visit  us  online. 


ONE-STOP  PRINT  SHOPPING 

TKS  offers  a  full  line  of 
products  from  roll  storage  to 
post  press,  and  everything 
in  between. 


1201  Commerce  Drive 
Richardson,  Texas  75081 
800-375-2857 
f/w:  972-*37-5858 
(mail:  sales(3ticspress.com 


SPECIAL  ADVERTISING  SECTION 


Honeywell  Printing  Process  Knowledge  Solutions 


Honeywell's  Process  Knowledge  Solutions  offer  a 
comprehensive  portfolio  for  the  newspaper  printing 
industry.  The  foundation  of  Honeywell's  Printing 
Process  Knowledge  Solution  is  Printa,  comprised  of 
Press  Drive,  Press  Control  and  Production 
Management  Systems.  Printa  enables  workflow  solu¬ 
tions  that  address  the  entire  printing  process  from 
editorial /advertising  through  distribution.  Quality 
control  solutions  increase  print  quality  and  reduce 
waste  through  closed  loop  control,  enabling  complete 
optimization  and  management  of  printing  opera¬ 
tions.  Designed  for  both  new  presses  and  retrofit 
installations,  Printa  has  a  global  presence  on  both 
newspaper  and  commercial  web  presses.  Honeywell's 
global  and  local  after-sales  services  ensure  rapid  trou¬ 
bleshooting  and  smooth  updates  and  upgrades. 

Press  Control 

A  robust  platform  for  new  presses  and  retrofits.  The 
systems  encompasses  press  set-up  and  pre-setting 
utilizing  plate/film  readers  or  RIP  interfaces;  start¬ 
up  and  shutdown  sequences;  closed-loop  web  ten¬ 
sion  and  all  auxiliaries. 

Press  Drives 

For  new  and  retrofit  installations.  AC  servo  drives  for 
modern  shaftless  press  drive  solutions.  Also  available 
are  traditional  shafted  AC  and  DC  drive  solutions. 

Press  Maintenance 

Modules  for  maintenance  data  collection  and  analy¬ 
sis,  and  tools  for  preventive  maintenance  scheduling. 

Press  Management 

Continuous  monitoring  of  the  press,  including 
pre-checking  of  actuators,  press  event  log  and 
alarms  analysis. 

Production  Workflow 

Production  scheduling  on  presses.  A  timeline  shows 
planned  jobs,  along  with  production  parameters. 
Production  speed,  preparation,  clean  up  and  mainte¬ 
nance  time  are  shown  for  a  period  of  several  weeks 
into  the  future.  The  module  calculates  production 
capacity  during  a  given  time  period,  based  on  actual 
production  data. 

Register  System 

Fully  integrated  registration  system  for  four-color, 
fan-out,  cut-off  and  ribbon  adjustments.  Tiny  regis¬ 
ter  marks  are  small  enough  to  be  practically  invisi¬ 
ble  to  readers. 


Production  Management 

Covering  the  entire  printing  plant  (including  satel¬ 
lite  and  remote  sites)  in  real-time  in  ail  production 
areas,  from  pre-press  to  distribution.  Modules  for 
inventory  management,  price  estimations  and  calcu¬ 
lation  of  production  costs  are  included.  The  system 
interfaces  to  other  systems  delivering  or  receiving 
planning  and  production  status  information. 

Production  Planning 

Planning  for  the  entire  production  chain.  Functions 
include  planning  of  the  product  structure,  testing 
against  press  capabilities,  automatic  imposition  gen¬ 
eration  and  optimization,  and  timelines  for  different 
production  phases. 

Production  Tracking 

Collects  production  data  from  various  production 
equipment,  or  receives  it  from  other  control  or 
information  systems.  Totalizer  with  an  automatic 
shutdown  sequence  prevents  overruns,  and  balances 
the  load  between  presses. 

Hilcont  ProWeb  Web  Monitoring  System 
A  camera  system,  complete  with  digital  processing 
and  advanced  operator  interface,  that  identifies  the 
reason  for  web  breaks  and  helps  to  determine  the 
required  corrective  action.  Provides  supporting 
material  for  economic  claims  analysis. 

Honeywell's  latest  development,  a  closed  loop  color 
control  system  for  newspapers  quality  management, 
will  be  introduced  at  IfraExpo  in  Germany  October 
13-15.  The  on-line  system  includes  color  measure¬ 
ment  from  a  running  web  and  closed  loop  inking 
controls.  As  an  alternative,  an  off-line  system  is  also 
available,  with  measurement  attained  by  a  scanning 
densitometer.  Closed  loop  inking  controls  bring 
tremendous  benefits  in  terms  of  improved  quality, 
reduced  waste,  comprehensive  quality  reporting,  and 
utilization  of  ICC  profiles. 


It  shouldn’t  matter  what  your  business  card  says.  We’re  all  in  the  results  business. 
Honeywell  Printing  Solutions  helps  me  get  results  by  delivering  sensor-based  solutions 
that  give  me  real-time  information  on  my  compiete  process.  Their  solutions  stai  i  with 
Knowledge,  that  increases  profitability  and  enables  informed  decisions. 
Innovation  is  next.  Leading  edge  technology  designed  for  peak  efficiency.  Finally 
Results.  Bottom  line,  it’s  our  common  goal.  Honeywell  understands  this  and 
partners  with  me  to  help  my  business  succeed.  They  know  it  takes  more  than 
technology  to  get  the  right  results.  It  takes  understanding  how  it  all  works  together 
I'm  trusting  my  business  to  Honeywell  Printing  Process  Knowledge  Solutions, 
www.acs.  honey  well,  com  Honeywell 
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Industry  Solutions 
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DGM  Delivers 


There  are  times  when 
you  may  just  want  a 
new  press-and  then 
there  are  those  times 
when  you  really  need 
one.  Fast. 

Walton  Press  of 
Monroe,  Georgia  found 
themselves  exactly  in 
this  situation:  they 
needed  a  new  press, 
and  they  needed  it  fast. 
Their  old  presses  could 
not  meet  the  quality 
demands  of  their 
clients,  and  they  desperately  needed  more  modern  features 
and  technology  to  stay  competitive. 

A  quality  commercial  and  publication  printer,  Walton 
Press  had  ordered  a  new  single  width  web  press  from 
King  Press,  with  delivery  set  for  Spring  of  2002. 

Spring  came  and  went,  and  then  summer  was  upon 
them  and  -still,  no  press.  It  became  apparent  in  the 
3rd  quarter  of  2002  there  would  be  no  new  iron  for 
Walton  Press  because  the  King  Press  Company  had 
closed  their  doors  for  good. 

"That  situation  really  put  us  in  a  bind"  says  ]eff  Herbst, 
Executive  Vice  President  of  Walton  Press.  "When  we  real¬ 
ized  that  King  had  shut  down,  we  were  already  six 
months  past  our  expected  delivery  date.  That  is  not  a 
good  situation  to  be  put  in  when  you  need  to  start 
negotiations  ail  over  again  with  a  new  supplier". 

Enter  Dauphin  Graphic  Machines,  Inc.  -  DGM.  "We 
looked  at  all  of  our  options,  and  had  heard  about 
DGM's  reputation  for  responsiveness  from  several 
industry  people.  At  that  point,  we  needed  to  feel  a 
certain  security  level  with  a  press  manufacturer.  We 
knew  they  were  growing  and  introducing  new  technol¬ 
ogy  at  a  time  when  it  seemed  like  everyone  else  was 
cutting  back.  Plus,  we  liked  the  idea  of  dealing  with  a 
U.S.  manufacturer,"  says  Herbst. 

So  in  November  of  2002,  Walton  Press  and  DGM  inked 
a  deal  for  an  eighteen  unit  DGM  440  press  and  two 
DGM  1035  folders.  The  DGM  440  is  rated  at  speeds  of 
up  to  45,000  impressions  per  hour,  and  is  widely 
known  for  its  design  of  three  ink  form  rollers  and 
three  oscillators  with  a  ten  roller  ink  train. 

Exactly  four  months  later,  Walton's  new  press  left 
DGM's  manufacturing  facility  in  Elizabethville, 
Pennsylvania.  "We  knew  that  we  needed  to  make  sure 
we  didn't  make  any  promises  that  we  couldn't  deliver" 


says  Dave  Moreland, Vice  President  of  Sales  for  DGM. 
"We  were  confident  that  we  could  get  the  job  done, 
and  have  the  press  running  with  no  problems  in  that 
tight  time  frame.  These  guys  were  in  a  bind  -  and  we 
wanted  to  show  them  that  there  was  somebody  out 
there  keeping  promises  and  delivering  the  goods.  And 
we  did  that". 

With  just  a  few  minor  adjustments,  Walton  Press  began 
printing  for  real  with  the  DGM  press  in  May  of  this 
year.  "DGM  brought  a  promise  to  the  table  -  and  kept 
it"  says  ]eff.  "We're  thrilled  with  the  ease  of  installation 
and  the  quality  of  the  work  that  is  being  run  on  it". 

In  just  a  few  short  months,  Walton  Press  has  felt  a  dra¬ 
matic  increase  in  their  commercial  business.  "This  press 
does  exactly  what  DGM  said  it  would  do,  quality-wise 
and  speed-wise",  says  Herbst.  We're  able  to  offer  our  cus¬ 
tomers  a  variety  of  options  that  we  couldn't  do  before". 

Located  in  Elizabethville,  Pennsylvania,  DGM  boasts  press 
installations  in  thirty-three  states  in  the  U.S.  and  twenty 
six  countries  around  the  world.  DGM  also  staffs  a  24 
hour  emergency  service  hotline,  guaranteeing  a  call-back 
within  one  hour.  Field  staff  are  always  prepared  to  travel 
on  a  moment's  notice  for  any  type  of  problem. 

Globally,  DGM  is  also  known  for  their  extensive  on-site 
parts  inventory.  They  take  the  time  to  individually 
train  their  parts  department  staff  to  be  able  to  assist 
pressmen  in  identifying  the  parts  they  need,  and  tout 
one  of  the  fastest  shipping  times  in  the  business. 

Housed  within  the  125,000  square  foot  manufacturing 
plant  lies  a  skills-intensive  training  facility.  C-M-Y-K 
University  features  independently  operational  presslines 
and  formal  classroom  facilities.  Courses  are  planned  to 
be  hands-on  intensive,  allowing  more  one-on-one  time 
with  professional  instructors. 

For  more  information,  coll  DGM  toll  free  at  800-DGM-61 19,  or  717-362-3243. 

Personal  plant  tours  are  always  welcomed.  Visit  the  website  at 
www.dauphingraphic.com  for  further  information. 


The  DGM  870  FITS  YOUR  HIGH  QUALITY, 
HIGH  CAPACITY  NEWSPAPER  PRODUCTION 

NEEDS.  With  low  profile,  single  level 
OF  PLATFORMING,  THE  DGM  870  OUTPER¬ 
FORMS  ITS  COMPETITORS  WITH  A  ROUSING 
70,000  I  PH. 


(yi  PAMARCO 

A  Pamarto  iKiMolopes  company 

P.  O.  Box  573,  Elizabethville,  PA 


The  DGM  870  features  commercial  print 

QUALITY  WITH  3  INK  FORM  ROLLERS,  3 
OSCILLATORS,  IN-LINE  CYLINDER  GEOMETRY, 
AND  A  LONG  LIST  OF  STANDARD  FEATURES. 

DGM  OFFERS  American  made  quality 
AND  THE  FINEST  TEAM  OF  SERVICE  AND 
SUPPORT  TECHNICIANS  AVAILABLE. 


DAUPHIN  GRAPHIC  MACHINES,  INC. 

17023  I  800.DGM.61 19  or  717.362.3243  I  www.ciauphingraphic.com 
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KBA  -  A  PASSION  FOR  PRINT 

What's  life  without  print? 

Perhaps  it's  easier  to  consider  life  with  print 


Life  with  print  is  richer,  less  intimidating  and  easier  to 
fathom.  Print  makes  the  world  smaller  by  tearing 
down  walls  and  opening  the  doors  to  understanding. 
It  makes  the  world  stronger  by  championing  good 
and  exposing  evil.  It  makes  the  world  smarter  by 
exploring  complex  issues  and  illuminating  sides. 

But  don't  overlook  the  small  stuff.  Print  makes  your 
coffee  taste  better  and  your  commute  go  faster.  It 
can  be  a  good  friend  in  a  strange  city.  It  can  help 
you  plan  the  perfect  date,  find  a  deal  on  a  used  car, 
or  get  an  edge  in  your  fantasy  sports  league. 

Hey,  call  us  romantics,  but  print  is  who  we  are.  We 
build  machines  that  put  ink  on  paper.  In  fact,  that's 
what  we've  been  doing  for  nearly  200  years.  And  we 
keep  doing  it.. .only  better,  faster,  cleaner,  with  a  keen¬ 
er  sense  of  purpose,  a  greater  sense  of  environmental 
responsibility,  and  a  higher  sense  of  customer  service. 

Maybe  that's  why  our  customer  base  has  been  grow¬ 
ing  so  steadily.  Certainly,  something  about  us  has 
been  resonating  in  the  newspaper  industry.  Not  only 
are  we  a  global  player,  with  presses  in  operation  the 
world  over,  but  our  North  American  presence  is 
growing  in  leaps  and  bounds. 

Over  the  past  five  years  alone,  we  have  either  complet¬ 
ed  or  initiated  proiects  at  Austin  American-Statesman, 
Austin,  TX;  The  Boston  Herald,  Boston,  MA;  Denton 
Record-Chronicle,  Denton,  TX;  Dix  Communications 
Inc.  Group,  Wooster,  OH;  The  Fayetteville  Observer, 
Fayetteville,  NC;  The  Jackson  Sun  (Gannett),  Jackson, 
TN;Metroland  Printing,  Publishing  fit  Distributing  Ltd., 
Toronto,  ON,  Canada;  Milwaukee  Journal  Sentinel, 
Milwaukee,  Wl;  Reading  Eagle,  Reading,  PA;  Rotary 
Offset  Press,  Kent,  WA;  Schenectady  Dally  Gazette, 
Schenectady,  NY;  Standard  Examiner  (Ogden  Publishing 
Corporation),  Ogden,  UT;  The  Times  News,  Lehighton, 
PA;  The  Union  Leader,Manchester,NH;  The  Wenatchee 
World,  Wenatchee,  WA;  The  Wichita  Eagle,  Wichita,  KS 
and  the  Yakima  Herald-Republic,  Yakima,  WA. 

Most  recently,  we  have  undertaken  projects  at  Buffalo 
News,  Buffalo,  NY;  2  Extensions  by  Dayton  Daily  News 
(Cox  Ohio  Publishing),  Dayton,  OH;  The  Desert  Sun, 


Palm  Springs,  CA;  Independent  Newspapers/ Delaware 
State  News,  Dover,  DE;  The  Kansas  City  Star,  Kansas 
City,  MO;  The  Louisville  Courier-Journal,  Louisville, 
KY;  The  New  Mexican,  Santa  Fe,  NM  and  the 
Pittsburgh  Post-Gazette,  Pittsburgh,  PA. 

By  finding  a  core  competency  and  sticking  with  it.. .by 
refusing  to  pursue  disparate  and  unrelated  indus¬ 
tries.. .we  have  become  global  print  specialists.  As  a 
result,  we  are  now  a  $1  billion  company  with  more  than 
7,295  employees  worldwide.  More  important,  we  have 
delivered  the  power  and  majesty  of  the  printed  word 
all  over  the  world. 

Quite  honestly,  it's  tough  for  us  to  overstate  the  power 
of  print.  Life  without  it?  Not  practical  or  possible. 


Qq.  kbm 

KBA  North  America 


For  additional  information  regarding  KBA, 
contact  Gary  Owen  at: 

KBA  North  Americo 
WEB  PRESS  DIVISION 
3900  E.  Market  St. 

For  0  more  immediate  response, 
call  717.505.1150,  fax  717.505.1161 
or  email  Gary.0wen@kbapa.com. 

Information  can  also  be 
obtained  at  the  company's  website 
www.kba-print.com/pa 


Newspapers:  print  serving  communication 


without  Print? 


Newspaper  publishers,  managers,  journalists,  advertisers  and 
printers  all  apply  our  technology  to  put  content  into  blank  pages. 
We  take  pride  in  the  fact  that  print  promotes  communication 
and  the  spread  of  knowledge,  information  and  entertainment.  ^ 
Communication  is  an  essential  part  of  our  daily  lives  -  and 
newspapers  play  a  major  role.  Promoting  print  is  our  mission. 
Now  and  in  the  future. 


For  further  ^formation  please  contact:  KBA  North  America  lnc.,\Meb  Press  Division 

P.O  Box  12015,  York,  PA  17402-0615,  Tel:  717  505  1150,  Fax:  717  505  1161 

E-mail:  Gary.Owen@kbapa  com,  Web'  www  kba-northamerica.com  www.kba-prinl.com/pa 
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The  Newspaper  Facility  Design  Specialist 

WIN  WIN  WIN  with  Dario  Designs 

Dario  Designs  won  the  NEXPO  booth  design  award  three  years  in 
a  row.  The  NM  actually  threw  a  hat  into  the  Dario  Designs  booth, 
symbolizing  the  "hat  trick",  Mr.  DiMare,  President  and  founder  of  Dario 
Designs,  said  "An  architectural  firm  that  designs  spaces  for  a  living 
would  naturally  have  a  leg  up  on  other  companies".  But,  Dario  Designs 
wanted  to  make  sure  it  won  the  design  award  because  there  were 
other  design  firms  at  NEXPO.  The  firm  treated  the  NEXPO  Challenge 
as  a  "design  competition".  Having  never  lost  a  design  competition, 

Dario  Designs  wanted  to  maintain  its  track  record.  Customers  could 
then  conclude  that  if  Dario  Designs  put  forth  the  same  or  greater 
effort  into  their  facilities,  they  too  would  be  the  beneficiaries  of  the 
best  designs  available. 

Their  first  WIN  (in  2001),  was  the  falling  blocks  that  got  a  smile  out  of 
everyone. 

The  second  booth  WIN  (in  2002),  introduced  the  cube  concept  that  was 
like  their  facilities:  flexible,  functional,  and  fun.  The  cube  was 
dynamic,  as  was  the  booth.  Both  changed  daily  and  drew  attendees 
back  each  day  to  a  new  configuration. 

The  third  WIN  (in  2003),  was  the  cube  concept  taken  "outside  the  box". 

It  was  "The  house  that  Dario  Designs  built",  the  shed,  and  of  course  the 
outhouse.  The  design  highlighted  work  examples  in  a  formal  art  gallery 
display,  allowed  people  to  relax  in  the  shed  and  have  fun  with  the 
Lego  cubes  in  the  outhouse.  By  the  way,  have  you  finished  your  cube 
yet?  You  can  still  mail  it  in  for  your  prize.  See  their  web  site  for  clues 
(www.dariodesigns.com)  or  call  for  a  cube. 


FIRST  THINGS  FIRST 

The  following  are  some  of  the  "FIRSTS"  at  Dario  Designs. 

FIRST  and  only  architectural  firm  dedicated  strictly  to  the  newspaper 
industry. 

FIRST  to  install  a  KBA  Comet  press  (Wenatchee,  WA),  the  second 
one  as  well  (Bend,  OR). 

FIRST  to  install  a  WIFAG  press  in  Tulsa,  OK  (Dario  Designs  engineers). 
FIRST  to  install  a  MAN  Roland  GEOMAN  Press  with  Dynachange 
capabilities,  tower  to  tower  flying  plate  changes,  (Grand  Rapids,  Ml). 
FIRST  to  install  TKS  4x1  Colortop  presses  (Salt  Lake  City,  UT). 

FIRST  to  win  NAA  booth  design  contest  at  NEXPO  three  times  in  a  row. 
FIRST  supplier  to  win  the  ING  "Ozzie  Newspaper  Award"  (Boston,  MA). 
FIRST  to  undertake  twelve  simultaneous  newspaper  projects  for  the 
same  company,  all  coming  in  on  budget  and  on  time.  This  project  was 
the  bringing  of  color  to  The  Wall  Street  Journal. 

FIRST  firm  to  have  10  years  of  service  in  the  newspaper  industry  with 
the  following  "NEVER  SAY  NEVER"  track  record. 


NEVER  SAY  "NEVER  SAY  NEVER" 

Dario  Designs  has  NEVER  had  an  unsatisfied  customer. 

Dario  Designs  has  NEVER  been  to  arbitration. 

Dario  Designs  has  NEVER  been  to  mediation. 

Dario  Designs  has  NEVER  been  to  court  or  trial. 

Dario  Designs  has  NEVER  been  sued. 

Dario  Designs  has  NEVER  not  been  paid. 

Dario  Designs  has  NEVER  needed  a  loan  for  cash  flow  or  payroll. 

Dario  Designs  has  NEVER  not  grown  in  business  each  year. 

Dario  Designs  has  NEVER  lost  a  design  competition. 

Dario  Designs  has  NEVER  stopped  trying  to  improve  their  quality. 

Dario  Designs  has  NEVER  used  any  errors  &  omissions  or  malpractice 
insurance. 

Dario  Designs  has  NEVER  lost  sight  of  what  got  them  where  they  are  today. 

The  firm  believes  that  if  it  acts  in  the  best  interest  of  its  clients,  that  will 
prove  to  be  its  best  interest  in  the  long  run. 

If  we  make  our  decisions  based 
on  what  is  in  the  best  interest  of 
our  clients,  it  will  prove  to  be  in 
our  own  best  interest  in  the 
long  run. 

Dario  D.D.  DiMare.  AIA 
President 

GROWING,  GROWING,  GONE 

Dario  Designs  is  GROWING  They  have  hired  6  people  within  this  past  year. 
Dario  Designs  is  in  the  process  of  designing  and  building  a  new  facility  for  its 
GROWING  operations  in  New  England.  They  will  be  GONE  from  there  existing 
facility  soon.  Averaging  more  than  30  newspaper  projects  per  year  for  the  last 
five  years,  they  continue  to  turn  down  work  in  an  effort  to  avoid  doing  a  bad  job 
as  a  result  of  being  stretched  beyond  capacity.  According  to  Mr.  DiMare, 

"No  job  is  far  better  than  a  bad  job". 

If  all  of  the  projects  that  Dario  Designs  is  working  on  materialize,  the 
customers'  total  expenditures  will  exceed  a  half  billion  dollars! 

Dario  Designs  new  team  members  include: 

KEVIN  ANDERSON  a  registered  architect  who  recently  left  McClier,  a 
design-build  firm  with  newspaper  experience.  Kevin  spent  10  years  at 
Harding  +  Collier,  BHG,  and  CBA  designing  nothing  but  newspaper  facilities. 
DICK  KEENER  recently  joined  Dario  Designs  after  working  with  Chuck  Blevins 
Associates.  Dick  was  with  Tribune  Company  for  10  years  at  The  Fort  Lauderdale 
Sun  Sentinel  and  (New  York,  NY)  Daily  News.  He  was  also  employed  for  a  total 
of  10  years  by  BHG  and  C.  T.  Main,  both  newspaper  consulting  firms. 

RICHARD  NOLIN  is  a  registered  architect  witha  strong  background  in 
Commercial  and  Industrial  architecture. 

GARY  BUONO  is  a  graduate  architect  focusing  on  design. 

KEVIN  McCUTCHEON  is  a  graduate  architect  focusing  on  production. 

BOB  CHARTRAND  is  a  registered  structural  engineer  and  consultant  to  Dario 
Designs.  He  has  worked  on  more  than  35  newspaper  projects.  Within  the  next 
month,  Dario  Designs  will  hire  another  projectmanager  and  an  additional 
support  person. 

Dario  Designs  has  worked  on  more  than  300  newspaper  projects.  The  Dario 
Designs  team  has  experience  with  over  750  newspaper  projects! 


The  Grand  Rapids  Press 


Grand  Rapids,  Ml 


The  Bulletin  Bend,  OR 


Architecture 
Programming 
Masterplannig 
Strategic  Planning 
Feasibility  Studies 
Operational  Cost  Studies 
Equipment  Manning  Studies 
Equipment  Selection  &  Layout 
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Foster’s  Daily  Demo. 
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The  Americolor  Revolution 
Begins  in  Charleston  West  Virginia 

George  R,  Hall,  Inc.  is  pleased  to  announce  that  the  first  The  Americolor  Concept  -  Extend  the  Life  of  Your  Existing  Press. 


Americolor  4/4  tower  is  in  daily  operation  at  Charleston 
(WV)  Newspapers.  Charleston  Newspapers  jointly  prints  the 
Charleston  Daily  Mail  and  Charleston  Gazette. 

The  Americolor  tower  is  manufactured  for  Hall  in  the 
United  States  by  Dauphin  Graphic  Machines,  Inc.  With 
over  eighty  years  of  combined  experience  in  the  newspa¬ 
per  press  industry,  Hall/DGM  has  a  proven  track  record  in 
the  manufacturing,  rebuilding,  installation,  and  upgrading 
of  newspaper  printing  presses. 

The  tower  is  designed  as  a  4/4  color  addition  to 
any  existing  double-width  press  such  as  the  Goss 
Metro/Metroliner  and  Headliner  Offset;  MAN  Uniman 
and  Lithomatic;  and  Harris  1650.  Charleston's  current 
press  is  a  Goss  Metro  Offset  installed  in  1973. 

The  Charleston  Project 

The  Americolor  tower  is  the  main  focus  of  the  Charleston 
projea.  The  shaftless  drive  system  allows  for  easy  integra¬ 
tion  to  the  existing  press.  The  low  profile  height  of  less  than 
16  feet  tall  allows  installation  even  in  low  ceiling  pressrooms 
and  ease  in  movement  of  the  four  tower  components  thru 
the  pressroom  to  the  intended  installation  Icxation.  The  45- 
ton  weight  of  each  tower  allows  for  installation  on  the  exist¬ 
ing  substruaure,  negating  the  need  for  new  reels. 

Charleston's  tower  is  being  installed  with  CGI  digital 
inkers.  In  the  future.  Charleston  may  ch(X)se  to  upgrade 
their  existing  Metro  mechanical  page  to  CGI  Digital  packs, 
offering  complete  press  compatibility  with  regard  to  inking. 

In  addition  to  the  Americolor  portion  of  the  overall 
project.  Hall  reconfigured  the  existing  press  in  order  to 
print  64  pages  of  four-color  on  a  64  page  collect  prod¬ 
uct;  completely  realigned  the  press;  manufactured  and 
installed  two  sets  of  stacking  parts,  one  rebuilt  Goss 
Metro  13-side  half  deck,  and  two  rebuilt  Goss  45"  RTP's. 


Working  with  our  network  of  vendor  partners.  Hall 
installed  the  following  upgrades  to  the  existing  press: 
replacement  of  the  existing  flicker  blade  dampeners  with 
new  Technotrans  spray  bars;  supplied  and  installed  one 
new  press  console  by  T.  W.  Davis  Electrical;  supplied  and 
installed  one  new  belt  conveyor  by  K  St  M;  and  one  new 
press  inking  system  by  BEK  Systems,  Inc. 


Today's  demands  for  increased  four<olor  printing  have 
severely  taxed  the  production  capabilities  of  existing  presses. 
The  general  age  of  the  machinery,  longer  web  cut-off's,  ineffi¬ 
cient  existing  ink,  dampening  and  press  controls  are  making 
the  press  run  less  efficient,  more  wasteful,  and  more  costly. 

Newspapers  are  generally  faced  with  two  options:  either 
replacing  the  press  with  new,  which  may  require  the  con¬ 
struction  of  a  new  production  facility,  or  by  extending 
the  life  of  their  existing  presses  with  tower  additions, 
equipment  rebuilding  and  upgrading. 

For  newspapers  seeking  cut-off  changes.  Hall  can  offer 
Americlor  towers  at  21",  21  and  22"  cut-offs  with 
rebuilt/ resized  folders  with  cut-off's  matching  the  Americolor 
towers.  This  equipment  can  be  installed  on  existing  reels 
negating  the  need  for  a  new  produaion  facility. 

The  Americolor  tower  concept  offers  many  attraaive 
"Return  On  Investment"  benefits,  such  as: 

*  Additional  advertising  revenue  due  to  increased  pagination  and  more  quality 
tour-color  reproduction. 

*  Better  color  quality  and  faster  colar  registration  resulting  in  lower  newsprint  woste. 

*  Better  utilization  of  dormant  reels  (due  to  color),  enabling  the  press  to  run  larger  page 
counts  "straight"  instead  of  "collect"  resulting  in  savings  in  staffing/shifts  needed  for 
additional  runs,  lower  waste,  and  earlier  "off"  times. 

*  The  ability  to  print  special  sections  in-house  such  os  TV  books,  comics,  and  features, 
that  may  be  printed  by  autside  saurces  or  on  on  existing  in-house  single  width  press. 

*  The  obility  to  competitively  bid  on  "color  intensive'  commercial  print  jobs  due  to 
higher  print  quality  and  lower  waste. 

*  Justifiable  and  achievable  ROI  by  utilization  of  the  existing  press  without  having  to 
replace  the  press  with  new,  or  the  added  expense  of  building  o  new  production  facility. 

*  Extends  the  life  af  the  existing  press. 

At  Hall,  we  are  uniquely  positioned  to  provide  all  the 
services  you  need  to  extend  the  life  of  your  press:  supply 
and  install  Americolor  tower  additions  and/or  compatible 
used /rebuilt  equipment;  on-site  press  rebuilding  or  major 
press  repairing;  supply  and  install  stacking  parts  and  3rd 
level  former  additions;  Upgrade  various  press  systems  such 
as  ink,  dampening,  and  controls;  reduce  the  web  width; 
and  replace  DC  drives  with  new  AC  drive  technology. 

Hall  can  provide  all  mechanical  engineering  and  installa¬ 
tion  services  for  the  project,  and  with  our  subsidiary 
company  T.W.  Davis  Electrical,  supply  the  electrical  engi¬ 
neering  and  installation  services  as  well. 

For  more  information  on  how  fo  start  an  "Americolor  Revolution"  in  your 
pressroom,  contact  Ron  Ehrhordt  -  Vice  President  /  Sales  at  1  800  927-0323 
or  e-mail  him  at  rehrhardt@grhall.com. 
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CASE  STUDY: 


BEGIN 

WITH 

THE 


The  new  American  revolution  is 
here!  The  first  Americolor  four- 
color  double  width  tower  is  in 
daily  operation  at  Charleston 
(WV)  Newspapers  -  increasing 
their  four-color  printing  capa¬ 
bilities  and  extending  the  life 
of  their  existing  press.  Let  us 
show  you  first  hand  how  to  start 
the  revolution  in  your  pressroom! 


email:  dmericolor@grhdII.eom 
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AMERICOLOR  PRESS  SALES  I  A  DIVISION  OF  GEORGE  R.  HALL.  INC.  CONTACT  RON  EHRHARDT.  V.P.  SALES 
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The  Bottom  Line 


A  stitch  in-line  saves  time.  Definitely!  Stitching  in-line 
can  increase  your  press  utiltization  and  your  daily  run.  It 
will  improve  the  bottom  line  of  your  newspaper's  opera¬ 
tion  efficiency  and  add  value  to  your  product  line. 

Newspapers  often  look  for  ways  to  increase  the  utilization  of 
their  largest  fixed  asset,  their  printing  press,  to  produce  prod¬ 
ucts  that  tcxiay  require  third  party  printing.  In-line  stitching  is 
one  way  to  bring  products,  such  as  your  weekly  TV  book, 
magazines  and  other  commercial  produas,  in  house. 

MotterStitch  Cjo.  custom  designs  in-line  stitchers  to  fit  all 
existing  types  of  folders  on  the  market  tcxiay,  for  straight, 
collect,  and  double  collect  mcxies,  equipped  with  2, 3, 4  or  6 
stitching  heads,  for  stapling  across  the  web.  The  drive  of  the 
stitcher  can  be  either  mechanical  or  shaftless. 

Our  stitcher  has  the  capability  of  stitching  between  16  and 
128  pages  at  full  press  speed,  up  to  ICX),CXX)  copies  per  hour 
in  straight  run. 

The  stitcher  normally  operates  with  24  gauge  wire,  up  to 
128  pages,  but  thinner  wire,  26  gauge  can  be  used  for  as 
many  as  64  pages. 

In-line  stitching  can  be  combined  with  an  in-line  trimmer 
and  stacker.  The  production  is  done  in  one  single  pass. 

We  offer  complete  turn-key  installations  in  new  folders,  as 
well  as  retrofitting  on  site  in  old  folders. 


For  additional  information,  please  contaU  us  at : 

Phone:609  693-6262  Fax:  609693-9182  Email:  Roland@motterstitch  .com 

MOHERSTITCH  CO. 

MotterStitch  has  135  stitchers  in  operation  in  the  USA  and  Canada. 

Of  these,  23  are  in  newspaper  presses.  See  below  listing. 


MotterStitch  Newspaper  Customers  in  USA  and  Canada 


Austin  American  Statesman 

Austin,  Texas 

Folder 

KBA  KF-96 

Butler  Eagle 

Butler,  PA 

Goss  Uniliner  2:3:3 

Charlotte  Observer 

Charlotte,  NC 

MAN  3:2 

Colorado  Mountain  News 

Gypsum,  Colorado 

DGM 1030 

Daily  Press 

Newport  News,  VA 

Goss  3:2 

Dayton  Daily  News 

Dayton,  OH 

KBA  KF-96 

Fayetteville  Observer 

Fayetteville,  NC 

KBA  KF-96 

Gannett  Offset  /Army  Times 

Springfield,  VA 

Goss  3:2 

Gainesville  Sun 

Gainesville,  FL 

Goss  2:1 

Milwaukee  Journal  Sentinel 

Milwaukee,  Wl 

KBA  KF-5 

News  &  Observer 

Raleigh,  NC 

KBA  3:2 

The  Post-Standard 

Syracuse,  NY 

Wifag  2:5:5 

The  Repository 

Canton,  OH 

Goss  3:2 

The  Democrat  and  Chronicle 

Rochester,  NY 

MAN  2:3:3 

Sun-Sentinel 

Ft.  Lauderdale,  FL 

Goss  3:2 

The  Telegraph 

Nashua,  NH 

DGM  1030 

Toronto  Sun 

Toronto,  Ontario 

Goss  3:2 

Tuscaloosa  News 

Tuscaloosa,  AL 

Heidelberg  jF-35 

FIgura  1 


Typical  Installatkm  of  MotterSUtcti  ' 

stitchers  in  web  fohlers 

Rgure  1 :  Shows  double  round  stitchers  lor  : 
straight  and  skip-stitch  production  installed  U 

below  the  former,  (space  requirement  is  u 

18"  or  450  mm). 

Figure  2:  Shows  different  altemabves 
for  installing  a  single  round  stitcher  lor  ~ 
straight  production  . 

A).  Below  the  lormer  (space 
requirement  is  12' or  L 

^  300  mm.) 

..d  1  B).  Balloon  position  for 
stitching  inserts 


A  Stitch  in-line 
saves  time! 

MotterStitch  co. 


In-line  Stitchers  for: 

•  Newspapers 

•  Catalogs 

•  Flyers 

•  Comics 


Figure  3 


MotterStitch  co. 

Telephone:  (609)  693-6262 
Telefax:  (609)  693-9182 
E-MAIL:roland@motterstitch.com 
web  site:http://www.motterstitch.com 


P.O.  Box  553 
504  North  Main  Street 
Lanoka  Harb,or,  NJ  08734 
USA 


Figure  4 

Figi>re  4  shows  the  stiteher 
mounted  on  the  base 


Typical  Installation  of  MotterStitch 
stitchers  in  various  gravure,  flexo  or 
offset  folders 


Figures  3  and  4  show  basic  installations  for 
sbtching  straight,  collect,  and  double  collect, 
against  an  exisbng  collect  cylinder. 


Figure  3  shows  the  stitcher  mounted 
in  the  folder 
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Estimating  Software  Designed  for  Newspapers 


Star*KeY  Software  Offers  the  Pressf/mofor^^ 
a  Powerful,  Affordable  Solution 


The  Presstimator  is  a  software  program  which  tracks 
printing  costs  and  estimates  the  cost  of  printing  jobs. 

The  product  provides  sophisticated  estimating  capabilities, 
calculations,  analysis  and  report  features  which  can  make 
newspapers  more  productive  and  profitable. 

Comprehensive,  User-friendly  Software 

The  Presstima  tor's  Question /Answer  format  is  easy  to  use 
and  helps  the  estimator  avoid  overlooked  charges. 
Completely  customizable  costs  and  standards  can  be  adjust¬ 
ed  at  any  time  to  create  detailed  and  reliable  estimates. 

In  addition  to  creating  quotes,  the  Presstimator  also  gener¬ 
ates  job  tickets,  shipping  manifests,  invoices,  materiais/time 
reports  and  more.  The  Quote  History  database  stores 
quotes  so  they  can  be  shared,  modified,  updated  with  new 
prices,  saved  as  new  quotes  and  used  for  cost  studies. 


to  a  quote  to  prepare  a  new  estimate.  The  user  can  also 
easily  adjust  the  selling  cost  by  applying  a  different 
Markup  Scheme.  The  Presstimator  makes  fine-tuning  easy! 

The  Presstimator  can  help  newspapers  save  time  and 
make  money  by  replacing  simple  spreadsheets  and  pricing 
tables  with  a  powerful  Windows®  application.  For  com¬ 
panies  with  multipie  shop  locations  or  estimators,  the 
Presstimator  can  also  help  standardize  estimating  prac¬ 
tices.  The  Presstimator  is  the  ultimate  tool  for  helping 
newspapers  eliminate  estimating  errors,  determine  costs, 
track  the  bottom  line  and  meet  profit  targets. 

Visit  http://www.presstimator.com  for  product  informa¬ 
tion,  a  discussion  of  ROI,  an  online  demo  and  to  request 
a  free  demo  disk. 


Save  Time  and  Money 

By  using  the  Presstimator,  commercial  printers  can  main¬ 
tain  a  competitive  edge  with  a  fast  turnaround  time.  If  the 
job  specs  change,  the  estimator  can  quickly  make  changes 


Stor'Key  Software 
Phone;  (714)  255-1685 
www.presstimator.com 
e-moil:  sales@presstimator.com 


THIS  IS  YOUR  LUCKY  DAY 


Vbo  I 

^^ndartts. 


You  will  recapture  y  wr 

Overtooked  charges  » lost  revenu 


'heet 


your 


Profit  tel 


'rpets. 


coropetitive  edge 


You  will  expand  your 
commercial  business. 


You  will  ^ 

YOU  will  have  more  time. 


ESTIMATING  SOFTWARE 
FOR  WEB  PRINTERS 


Contact  US  for  a  FREE  DEMO  DISK!  J 

Visit  www.presstimator.com  for  more  information  and  an  online  demo. 
Star*Key  Software  •  P.O.  Box  156  •  Brea,  CA  92822-0156  •  (714)  255-1685  •  e-mail:  sales@presstimator.com 
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MAN  Roland  presents  more  possibilities 

Top  newspaper  press  maker  adds  new 
6X2,  3X2  and  3X 1  models  to  boost  pressroom  productivity 


capacity,  a  reduced  number  of  webs  and  printing 
couples,  and  a  shorter  press  length. 


The  world's  leading  newspaper  press  manufacturer 
is  extending  the  scope  of  its  product  lineup.  MAN 
Roland  Inc.  has  introduced  new  6X2,  3X2  and  3X1 
models  to  provide  newspapers  with  more  printing 
output,  while  they  streamline  their  operations. 

"Our  customers  need  to  achieve  higher  utilization 
from  every  printing  unit,  so  that  less  equipment 
will  do  more  work,"  says  Vincent  H.  Lapinski, 
Senior  Vice  President  of  Web  Operations.  "Our 
new  configurations  help  them  achieve  that  goal, 
equipping  newspapers  to  do  more  in  less  space, 
with  less  people  and  in  less  time." 

Description  of  Products 

The  new  six-across  two-around  press  is  called  the 
COLORMAN  XXL,  and  it  has  a  top  operating 
speed  of  90,000  copies  per  hour,  depending  upon 
the  cutoff.  Compared  to  a  4X2  press  producing 
48  pages,  it  gets  the  job  done  with  one-third  less 
units  and  one-third  fewer  reel  stands.  What's  more 
COLORMAN  XXL  can  produce  a  72-page  paper 
utilizing  one-fourth  fewer  units  and  one-fourth 
less  splicers  than  a  4X2  system  producing  a 
64-page  edition. 

"As  its  name  indicates,  the  COLORMAN  XXL  lets 
newspapers  put  four-color  quality  on  all  of  their 
pages,"  Lapinski  adds.  "In  fact,  the  nine-cylinder 
configuration  of  its  printing  units  provides  for  the 
highest  accuracy  In  color  register  of  all  6X2  solu¬ 
tions  on  the  market." 

Also  enhancing  quality  on  the  COLORMAN  XXL 
Is  its  metal-backed  blanket  cylinder,  and  refined  plate 
and  blanket  fittings  that  virtually  eliminate  cylinder 
bounce.  An  optional  automatic  plate  clamping  sys¬ 
tem  is  offered  on  the  machine  to  further  reduce 
makeready  times  and  staffing  requirements. 

MAN  Roland's  just-introduced  three-wide  by  two- 
around  model  is  the  newest  member  of  the  com¬ 
pany's  UNISET  family.  What  the  COLORMAN 
XXL  does  in  the  high-volume  level,  the  new 
UNISET  delivers  to  the  4-  and  8-page  segments. 
The  advantages  include  one-third  more  printing 


The  new  UNISET  also  gives  newspapers  the  capa¬ 
bility  to  combine  broadsheet  and  tabloid  pages  in 
one  product  from  a  single  press  run.  It  also  can 
be  easily  changed  bank-and-forth  from  a  three¬ 
wide  to  a  two-wide  press  to  provide  additional 
production  flexibility. 

"With  a  speed  of  75,CKX)  copies  per  hour,  the  new 
UNISET  is  the  fastest  press  in  its  class,"  Lapinski 
declares.  "And  with  its  produa  versatility  it  can 
open  the  door  for  commercial  work,  giving  the  news¬ 
papers  that  use  it  an  additional  revenue  stream." 


Now  offering  one-third  more  output  in  its  new  six- 
page  configuration,  CROMOMAN  is  well  suited  for 
newspapers  that  run  up  to  48  broadsheet  pages. 

The  press  also  is  a  commercial  performer  capable  of 
turning  out  high  quality  inserts,  and  can  be  fitted 
with  a  dryer  enabling  it  to  print  on  coated  stock. 


Broader  Opportunities.  The  new  six-across  two-around  COLORMAN  XXL  gets  o  48-page 
job  done  with  one-third  less  units  and  one-third  fewer  reel  stands  than  a  4X2  press. 


Contact  Information; 

Craig  Simon  Director,  Web  Sales  Adm. 
630.920.3587  simon@mru.(om 


The  latest  CROMOMAN  is  a  three-across,  one- 
around  model  that  is  now  also  the  fastest  in  its 
class.  Mechanical  and  electronic  refinements  have 
kicked  up  CROMOMAN's  top  speed  to  70,000 
copies  per  hour. 


Bob  Finch  on 


MAN 

ROLAND 

“Improving  productivity  and  print  quality  of  our  newspaper  is  very  important  to  us.  It  is  vital  that  we  give 
our  readers  and  advertisers  the  best  quality  product  possible.  That’s  why  we  spent  years  assessing  presses 
in  the  U.S.  and  Europe  before  selecting  REGIOMAN.  We  believe  MAN  Roland  is  a  leader  in  technology  with 
four-by-one  straight  printing  and  their  own  PECOM  press  software.  In  addition,  their  project  management 
approach  to  training  and  installations  is  excellent.”  •  ,  • 

Bob  Finch 

Vice  President,  Process 
Daily  Herald 

Arlington  Heights,  Illinois  ~  . 


^  copyright  2003  MAN  Roland  Inc. 
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Vision  Data  keeps  pace  with 
changing  newspaper  needs  .  .  . 


V/s/on  Data's  emphasis  on  solid  software  develop¬ 
ment  and  publication  clustering  techniques  speeds 
growth  of  their  J000+  publication  customer-base. 

Vision  Data  continues  to  increase  current  software 
installations,  while  creating  a  whole  new  ]ava 
Circulation  Management  system  featuring  a  relational 
database  and  the  "look  and  feel"  features  of  the  new 
Java  Swing  Screens  and  ]2EE  design  using  JBoss,  sur¬ 
passing  today's  IT  managers'  open  system  requirements. 

Vision  Total  Advertising  encompasses  Display  and 
Classified  Sales  and  A/R  functions  in  a  single  set  of 
GUI  programs  on  a  single  relational  database. 
Complete  Customer  Services  functions  are  available 
with  both  classified  and  display  ad  entry  from  a  sin¬ 
gle  screen  with  circulation  in  an  on-screen  window 
to  facilitate  cross-selling.  This  simplifies  cross-training 
and  helps  with  DNC  setbacks. 

The  newly-enhanced  Vision  Classified  Pagination  sys¬ 
tem  is  also  attracting  a  lot  of  newspaper  interest  for 


its  expanded  page  preview  functionality  and  increased 
speed.  Vision  Data  has  also  begun  installations  of  a 
newly  developed  GUI  version  of  the  Accounts 
Payable /General  Ledger  system,  which  is  meeting 
with  outstanding  reviews  from  newspaper  controllers. 

Vision  Data  is  also  fast-becoming  the  industry  leader 
in  Newspaper  Group  clustering  solutions,  having 
already  installed  dozens  of  central  server  Installations 
serving  multiple  publications.  Some  are  networked 
to  a  regional  server  through  LAN /WAN  or  utilize 
secure  Internet  links,  utilizing  Citrix  or  other  com¬ 
pression  and  encryption.  Other  groups  are  Installing 
their  Vision  Data  systems  on  a  server  at  corporate 
headquarters  serving  all  papers  and  others  are  run¬ 
ning  their  entire  operation  from  an  ASP  server  that 
is  supported  and  maintained  by  Vision  Data  at  Vision 
Data  headquarters. 

Vision  Data  wants  to  be  your  software  solution  provider. 

Contact  them  at  sales@vdata.com  or  518-434-2193. 


Improve  your  BOTTOM  LINE  ... 

with  VISION 


Classified  Sales  &  Pagination  •  Display  Ad  Sales,  Billing  •  Circulation  Management 

Vision  Data  Newspaper  Management  Systems 

•  Unmatched  rating  &  pricing  flexibility  for  combo  selling  and  complex  rote  structures. 

•  Total  customer  service  -  fully  integrated,  from  a  single  workstation  -  Classified,  Display,  Circulation. 

•  Email/  or  fax  customer  statements,  ad  proofs,  credit  applications,  etc.  from  any  workstation. 

lyr  VISION  DATA 

VISION  DATA  EQUIPMENT  CORPORATION 

•  Common  database  with  a  single  file  per  customer  -  Improve  credit  controls  -  Improve  sales  and  marketing. 

Proven  experts  in  remote  multi-publication  networking. 

Celebrating  our  30th  Anniversary 

now  supporting  over  1 ,000  publications. 


518-434-2193 


www.vdata.com  email:  sales@vdata.com 


EATON  COTE/COTE  COLOR  PHOTOGRAPHY 


{continued  from  page  12}  supply  —  in  a 

two-stage  neutral  and  alkaline  process  that 
uses  “existing  plant  capabilities,”  says  Hall. 

Flexo  may  get  a  big  boost  in  one  or  both 
countries  in  Europe  where  it’s  taken  hold. 

In  the  United  Kingdom,  none  other  than 
News  International  has  been  considering 
conversion  to  flexo.  Beyond  print  benefits 
and  seeing  Harmsworth  Quays’  success, 
the  large  group  with  titles  ranging  from 
17ie  Times  of  London  to  The  Su  n  reportedly 
is  looking  at  lower  print  costs  derived  main¬ 
ly  from  reduced  paper  waste  and  labor. 

Similarly,  Corriere  della  Sera,  Italy’s 
largest  daily  —  aware  of  the  experience 
of  the  widely  circulated  La  Repubblica  — 
is  expected  to  announce  shortly  the  pur¬ 
chase  of  Cerutti  flexo  presses. 

De-inking  is  important  to  these  pajjers 
because  recycling  is  important  in  Europe. 
MacDermid’s  new  Wigan  plate  plant  would 
offer  new  customers  an  extra  measure  of 
security.  “We’re  looking  into  flexo,  as  well 
as  other  conventional  printing  systems,” 
a  News  International  spokeswoman  con¬ 
firms.  A  source  close  to  the  company  sug¬ 
gests  that  its  Wapping  real  estate’s  high 
value  may  make  a  switch  from  its  fairly 
new  offset  plants  economically  feasible  — 
especially  if  savings  can  accrue  from  flexo. 

For  its  part,  Harmsworth  Quays  has  con¬ 
tinued  expanding  and  upgrading  capacity 
since  converting  to  flexo  when  it  and  other 
news  organizations  moved  to  London’s 
docklands  in  the  1980s.  Foreseeing  flexo’s 
growth  in  Europe,  Hall  predicts  that  it  “will 
cause  more  growth”  for  flexo  in  the  U.S. 

Letterpress  to  flexo 

This  year,  U.S.  flexo  activity  is  limited  to 
conversions  and  additions.  No  new  presses 
are  going  in;  none  have,  since  2000.  In 
January,  The  Daily  Gazette  in  Schenectady 


www.editorandpublisher.conn 


To  clean  anilox  inking  rollers  with¬ 
out  wear,  Sani-Blast  uses  baking 
soda  particles  that  shatter  into 
smaller  particles,  reaching  deep 
into  engraved  cells 


replaced  two  Goss  Mark  II 
letterpress  units  —  one  with 
a  new  KBA  Colormax  and  the 
other  with  a  rebuilt  Colormax 
from  the  Denton  Record-Chron¬ 
icle  that  Bob  Ray  &  Associates 
removed,  transported,  and 
installed.  By  early  spring,  both 
were  supplying  flexo  color  to 
the  50,703-circulation  Gazette. 

“We  are  converting  our  entire 
press  to  flexo,”  says  Gazette 
General  Manager  Bruce  Dona- 
dio.  To  do  it,  his  paper  is  using  KBA’s 
Eagleflex  conversion  for  the  balance  of  its 
press.  Since  spring,  the  Gazette  has  convert¬ 
ed  one  unit  to  flexo  and  has  been  convert¬ 
ing  a  second  unit  and  halfdeck.  A  third  unit 
also  is  out  of  operation  awaiting  conversion. 

“Mike  Lahr  worked  with  us  converting 
the  first  unit,”  says  Donadio,  referring  to 
the  KBA  print  specialist  who  originated  the 
conversion  while  employed  at  its  namesake 
Reading  (Pa.)  Eagle.  Two  Gazette  staffers 
who  worked  with  KBA  on  the  first  unit  took 
over  conversion  thereafter.  “If  we  get  into 
any  trouble,”  says  Donadio,  “well  just  give 
[KBA]  a  call  and  theyll  come  up  and  help.” 

With  a  total  of  six  units  to  be  converted, 
the  press  is  expected  to  run  all  flexo  by  next 
September.  “It’s  relatively  simple,”  Donadio 
says  of  the  conversion,  adding  that  the  press 
will  retain  its  original  folder  and  reelstands. 

“Right  now,  we’re  able  to  print  fronts  and 
backs  of  all  our  sections  flexo,”  he  says.  His 
press  line  consists  of  a  converted  Goss  unit, 
another  conversion  with  halfdeck,  the  out- 
of-service  third  unit,  the  new  Colormax, 
a  3:2  folder,  three  more  unconverted  letter- 
press  units  (the  middle  unit  with  a  half- 
deck),  and  the  rebuilt  Colormax  at  the  end. 

Though  new  and  used,  in  design  the 
Colormax  units  are  both  of  the  same 
vintage.  “They’re  very,  very  close,”  says 
KBA  National  Accounts  Manager  Bruce 
Richardson.  These  first-series  units  — 
not  the  Colormax  II  at  The  Wichita  Eagle, 
for  example,  or  the  directly  driven  III  — 
run  three  colors  on  a  common-impression 
cylinder  and  two  mono  couples.  For 
controls  electronics,  says  Richardson,  “we 
had  to  make  the  Denton  unit  compatible 
with  the  new  unit.” 

Not  far  to  the  east.  The  Recorder,  in 
Greenfield  Mass.,  has  been  running  a  flexo 
deck  since  spring  on  its  37-year-old,  six- 


How  Hurricane  Isabel 
blew  through  the 
nation’s  newspapers 


(  AP  Phoca  Baltimore  Sun,  Karl  Menon  Ferron) 

As  Hurricane  Isabel  slammed  ashore 
in  North  Carolina  and  rolled  across 
Virginia,  AP  member  photographers 
contributed  a  steady  stream  of  dramatic 
photos  that,  when  added  to  AP  staff 
images,  provided  a  vivid  picture  of  the 
devastation. 

“The  first  day  of  the  storm,  mem¬ 
ber  newspapers  contributed  almost 
1 00  images.”  says  AP  State  Photo 
Center  Director  Bob  Daugherty. 

“By  week’s  end.  AP  received  more 
than  voOO  photos  depicting  the  slow 
recovery  in  North  Carolina.  .Maryland. 
District  of  Columbia.  Delaware. 
Pennsyhania.  New  Jersey  and 
Virginia.  Such  widespread  and 
in-depth  storm  coverage  would  have 
been  impossible  without  member 
cooperation  and  contributions. 

Our  members  make  us  different.” 

Timely  sharing  is  made  possible 
by  the  unique  cooperative  structure  of 
The  Associated  Press.  Sharing  news  and 
photos  works  for  everyone.  Pass  it  on. 


>|p  Associated  Press 

■  www.ap.org 
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footprint  Goss  Urbanite  with  upgraded 
drives,  deck,  and  on  the  nose  side  of  the 
folder,  a  remanufactured  three-color 
satellite  next  to  the  rollstand.  Two  units 
away  from  the  folder  on  the  other  side  sits 
the  Tech  Express  flexo  unit,  designed  and 
built  by  Tech- Energy  Co.,  Cibolo,  Texas. 

Singlewide  offset  with  flexo 

“The  press  guys  are  very  pleased  with  the 
way  it’s  running,”  says  Operations  Director 
Douglas  W.  Hillman,  adding  that  it’s  the 
one  place  where  they  need  not  adjust  ink 
keys.  The  ink  doesn’t  mark  the  conveyors 
or  rub  off  onto  readers’  hands.  Citing  a  big 
difference  between  offset  and  flexo  start-up 
waste,  he  called  it  “quite  a  com¬ 
fort  to  see  the  flexo  come  up 
printing  good  copies  while  the 
offset  is  still  cleaning  up.” 

Tech-Energy  President  John 
E.  Pickard  found  no  interest 
in  offset-to-flexo  conversions 
in  1998.  Knowing  flexo  requires 
six  rollers  to  offset’s  18,  he 
began  work  on  the  tv.^o-around, 
singlewide  unit  that  shipped  to 
Greenfield  in  early  April. 

Rated  at  70,000  impressions 
per  hour.  Tech  Express  uses 
modified  Bosch-Rexroth 
(Indramat)  drives.  The  absence 
of  a  mainshaft  and  gearing 
holds  down  cost,  minimizes  in¬ 
ertia,  and  maximizes  efficiency 
through  the  use  of  electronics, 
according  to  Moeller.  Benefits  of  shaftless 
design  include  lightweight  cylinders  that 
can  be  easily  rotated  by  hand,  rollers  that 
can  be  separately  jogged,  easier  cleanup, 
and  the  ability  to  save  each  job’s  registra¬ 
tion  and  other  settings  for  low-waste  re¬ 
runs.  The  press  includes  programmable 
washup  and  remote  diagnostics. 

“We  envision  selling  mostly  four-highs,” 
says  Pickard,  adding  that  they  would  be 
equipped  with  a  jaw  folder  for  newspaper 
and  commercial  products  and  Hurst 
autopasters.  According  to  Tommy  Moeller, 
Tech-Energy’s  sales  and  service  chief,  flexo 
may  appeal  most  in  the  singlewide  market, 
especially  given  the  difficulty  in  finding 
capable  offset  press  operators,  flexo’s  easier 
training,  and  low'er  manning  and  mainte¬ 
nance  requirements  (though  cleaning  is 
essential  for  inks  that  dry  hard). 

Noting  that  “in  our  area  it’s  easier  to  find 
people  with  prepress  skills...  than  with  off¬ 
set  skills,”  Hillman  says  that  ensures  good 
work  going  into  an  easier-to-leam  press. 
Flexo,  he  concludes,  is  not  an  obstacle  to 
anyone  already  producing  good  offset  work. 


Unlike  a  typical  blanket-to-blanket  offset 
tower,  the  web  in  Tech-Energy’s  four-high 
will  run  from  bottom  to  top  to  bottom  again 
to  put  four-color  on  both  sides  —  which 
Moeller  says  “allows  for  drying  time,”  and 
helps  eliminate  second-impression  set-off. 

“We  didn’t  want  to  be  distracted  by  a 
technology  that  wasn’t  known  to  us,”  says 
Hillman,  who  nevertheless  could  be  confi¬ 
dent.  Parent  company  Newspapers  of  New 
England  had  suecess  with  flexo  at  its  New 
Hampshire  and  Vermont  dailies,  which 
supported  the  14,437-cireulation  Recorder. 

Concerns  about  local  authorities  and  staff 
acceptance  were  allayed  when  flexo  effluent 
proved  relatively  benign  and  crew  members 


visited  the  Concord  Monitor.  Owing  to 
different  offset  and  flexo  prepress  settings, 
pages  are  coordinated  with  the  newsroom. 

“We  put  the  flexo  unit  where  we  did  so 
that  we  could  either  run  into  it  or  out  of  it,” 
says  Hillman.  To  avoid  picking  up  paper 
dust,  the  unit  is  not  ne.xt  to  the  folder.  The 
flexo  process  appears  to  be  more  finicky 
about  paper  roughness  and  linting,  he  says. 

“We  run  it  as  much  as  we  can  [on] 
anything  we  can,”  says  Hillman.  “We  don’t 
baby  it.”  He  concedes,  however,  that  “there 
are  some  nights  we  choose  not  to  run  it 
because  we’re  short-staffed  or  for  some 
other  reason,”  such  as  prepress  difficulties, 
and  press  or  platemaker  maintenance. 

Adding  flexo  to  an  offset  line  means 
adding  second  sets  of  prepress  parameters, 
ink  lines,  and  platemaking  gear  —  all  of  it 
consuming  space,  time  and  money.  Those 
issues  would  figure  into  consideration  of 
operating  flexo  over  the  long  term,  but  Hill¬ 
man  says  he  thinks  it  unlikely  they  would 
tip  anyone’s  decision  against  flexo  given 
its  advantages.  But,  he  warns,  “there  are 
hazards  if  you  don’t  do  it  well,”  and  good 


prepress  is  a  must,  especially  for  a  process 
with  little  on-press  adjustment. 

Hillman  says  the  only  hiccups  w'ere 
adjusting  the  too-low  pins  on  the  magnetie 
plate  lockup,  which  he  describes  as  an  ordi¬ 
nary  start-up  headache,  and  replacing  trou¬ 
blesome  ink  seals  in  June,  with  no  problems 
since.  “We’re  exploring  what  it  would  take 
to  test  the  four-high,”  he  adds.  Tech-Energy 
expects  to  build  a  tower  by  year’s  end. 

Described  by  Hillman  as  “a  temporary 
work-around,”  the  test  unit’s  ink  reservoir 
is  a  plastic  tub  file  from  the  local  Staples, 
with  plumbing  assembled  from  Home 
Depot  items.  Hillman  says  he’s  convinced  a 
permanent  supply  system  can  be  designed 
for  a  site  like  his,  which  is  not 
prepared  to  excavate  to  install 
tanks  and  lines.  His  paper  has 
learned  it  will  need  a  design 
by  someone  who  understands 
flexo  —  output  and  return 
requirements,  and,  unlike  litho 
ink  systems,  no  elbows  where 
sediment  can  accumulate. 

The  Recorder  occasionally 
runs  flexo  and  offset  on  the 
same  sheet.  Hillman  explains 
that  the  flexo  unit  prints  the 
black  first.  Color  is  then  picked 
up  in  the  offset  unit.  With  that 
particular  web  lead,  which  is 
also  the  bottom  sheet  on  the 
former,  there  is  no  compensa¬ 
tor  between  the  flexo  and 
offset  units.  “We  register  the 
color  to  the  cut-off  [using]  the  compen¬ 
sator  between  the  color  offset  unit  and  the 
folder  [and]  then  bring  the  black  to  the 
color,”  using  the  shaftless  drive’s  digital 
control  of  circumferential  register.  Those 
“controls  really  make  that  easy,”  he  says, 
adding  that  they  provide  circumferential 
register  on  both  sides  of  the  web.  The 
system  allows  operators  to  hang  plates 
and  work  simultaneously  on  opposite  sides 
of  the  unit  during  make-ready  or  cleanup 
because  each  side  can  be  independently 
and  easily  inched  or  reversed. 

But  for  all  the  work  the  unit  is  given, 

“we  always  have  an  offset  unit  in  reserve,” 
he  says.  It  is,  after  all,  a  test  unit  in  live  pro¬ 
duction.  Flexo  and  offset  are  run  together 
only  as  capacity  permits  and  other  combi¬ 
nations  of  flexo  and  offset  units  may  be 
tried,  says  Hillman,  who  wonders  if  the 
offset  would  track  the  flexo  unit’s  speed. 

The  test  unit’s  PLC  interprets  input  from  an 
encoder  that  communicates  the  Urbanite’s 
speed  from  a  pulley-and-belt  arrangement. 

Across  the  state,  flexo’s  fate  is  less  certain 
in  Brockton,  {continued  on  page  49} 


The  Lincoln  (Neb.)  Journal-Star’s  Flexoman  S  was  the  last  all-new  flexo  press 
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HOLISTIC  HEALTH  &  FITNESS 

HOLISTIC  HEALTH  &  FITNESS  1/2  &  full 
page  tabloid  PDFs  or  text  with  graphics; 
Best-selling  authors,  celebrity  interviews, 
recipes  &  more!  For  free  sample,  call  New 
Living,  (800)  639-5484. 


PUZZLES 


PUZZLE  FEATURES  SYNDICATE 

The  Finest  in  Daily  and  Sunday  Crosswords 
Call  (800)  2924308/(909)  929-1169 


WIRE  SERVICES 


NATIONAL  COLLEGE  AND 
PRO  SPORTS  WIRE  SERVICE 

(Quality  images.  Quick  Posts,  Low  Rates  easy  down¬ 
load  through  aiwire.com.  NO  FEES  OR  HIDDEN 
CHARGES  BULK  DISCOUNTS  PAY  ONLY  ON  DOWN¬ 
LOAD!  Archival  film  library  of  400,000  images  cover¬ 
ing  25  years  of  sports  available  for  scanning.  WE  ARE 
THE  ALTERNATIVE!  email  myelman@aiwire.com,  ph 
(941)488-2218  or  visit  aiwire.com 


-ANNOUNCEMENTS- 


NEWSPAPER  APPRAISERS 


FREE  CONFIDENTIAL  APPRAISAL 
go  to  www.mediamergers.com 

W.B.  Grimes  &  Co.,  (301)  253-5016 
Est.  1959-  thousands  sold  and  appraised 

KAMEN  &  CO  GROUP  SERVICES 

Appraisals,  Business  Plans  &  Brokering 
(516)  379-2797/ www.kamengroup.com 


NEWSPAPER  BROKERS 


America’s  Leading  Brokers  -  Est.  1959 
W.B.  GRIMES  &  COMPANY 
24212  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes  -  Pres  (301)  253-5016 
www.mediamergers.com 
Wren  Barnett,  South  (828)  749-6397 
John  Szefc,  Northeast/iVlidwest 
(845)  291-7367 

Stephen  Klinger,  Southwest/West 
(505)  524-0122 
Mike  Kreiter,  Plains/Central 
(913)  897-4790 

Steve  Heide  West/Mountain  States 
(435)  260-8888 
Mike  Bradley,  New  England 
(508)  563-2835 
www.mediamergers.com 

BOLITHO  MEDIA  SERVICE 
THOMAS  C.  BOLITHO 
“A  tradition  of  service  to 
community  newspapers” 

(580)  421-9600 
P.O.  Box  1985,  Ada,  OK  74821 
www.bolitho.com 

GAUGER  MEDIA  SERVICE,  INC. 

Dave  Gauger-Valuations,  Sales,  Mergers 
P.O.  Box  627,  Raymond,  WA  98577 
(360)  942-3560 

www.gaugermedia.com 

MICHAEL  D.  LINDSEY 

www.publicationsforsale.com 
(307)  772-0003,  Fax  (307)  772-0004 


NEWSPAPER  BROKERS 


GREGG  K.  KNOWLES 
Knowles  Media  Brokerage  Services 
Appraisals,  Sales,  Acquisitions,  Mergers 
(661)  833-3834,  Fax  (661)  833-3845 
www.media-broker.com 


MEDIA  AMERICA  BROKERS 

The  Pinnacle,  Suite  500 
3455  Peachtree  Road,  NE 
Atlanta,  GA  30326-3236 
(404)  995-7088  Fax  (404)  995-7089 

Lon  W.  Williams 


NEWSPAPERS  FOR  SALE 


FAST  GROWING  AREA,  small  paper,  bargain 
price.  Near  metro  area.  Others,  too. 
Bill  Berger,  ATN,  1801  Exposition,  Austin, 
TX  78703.  (512)476-3950. 


MICHIGAN  metro/suburban  community 
weekly  group:  revenue  =  $700^00K 
MIDWEST  City  Magazine:  beautifully  pro¬ 
duced,  great  growth  potential,  owner 
retiring.  Call  847-356-7675  for  more  infor¬ 
mation  or  visit  www.hebbardmedia.com 


Updated  Weekly-  Properties  for  Sale 
go  to  www.mediamergers.com 

W.B.  Grimes  &  Co.-  Est.  1959 


PUBLISHING  OPPORTUNITIES 


HIGHLY  SUCCESSFUL  home  Magazine 
syndicating  nationwide.  Publishing  opportu¬ 
nities  available  in  many  key  markets.  We  pro¬ 
vide  articles,  art  and  layout,  you  sell  ads, 
produce  and  distribute.  Call  Bob  (800) 
459-9558. 


-EQUIPMENTS  SUPPLIES- 


MAILROOM 


BUY/SELL/ALL  MAILROOM  EQUIPMENT 

Muller  Martini/Rima/Quipp 
Harris/Heidelberg/Hall 
Stitcher/Trimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fax:  (256)  997-%56 


NEWSTEC,  INC 

Specializing  in  remanufacturer  Inserters  and 
State  of  the  art  Post  Press  Controls 
Installation*  Spare  Parts  • 

Terry  Connors,  Vice  President  of  Sales 
Phone:  (508)  850-7945 
Fax:  (508)  850-7951 
tcnewstec@aol.com 


NEWSRACKS 


Coin  Operated,  Free  Distribution 
Wire  Plastic,  Wood,  Counter 
Floor,  &  Wall.. .We  Have  It  All 


Cal  Now  (800)  243-3989 
Fax  (818)  764-5372 

NATIONAL  NEWSVEND 

7324  Greonbush  Avenue 
NH,  01,91685 


PRESSES 


DONT  SELL  YOUR  PRESS 
Until  You  Contact 

Newman  International,  L.L.C. 

Web  Press  Sale 

“Worldwide  Marketing  of  Commercial 
Web  and  Newspaper  Web  Presses” 
PRESSES  WANTED:  HARRIS  V25  V22 
VI 5A  VI 5D  or  845;  KING  Process  Color 
or  Daily;  GOSS  Community  Urbanite 
Metro;  SOLNA  D30  C96 
Tel:  (913)  648-2000 
Fax:  (913)  648-7750 

SELLING,  REBUILDING, 
CUSTOMIZING  and  INSTALLING 
newspaper  presses  since  1910 

INLAND  NEWSPAPER 
MACHINERY  CORPORATION 

For  a  complete  list  of  presses 

(800)  255-6746  or  (913)  492-9050 

www.inlandnews.com 

WEB  PRESSES  &  AUXILIARIES 

www.graphicmachinesales.com 
(815)  648461 1  or  fax  (815)  648-2856 


-INDUSTRY  SERVICES- 


CIRCULATION  SERVICES 


40  YEARS  NEWSPAPER 
EXPERIENCE 


Metro  News  Service,  Inc. 
Nationwide  TELEMARKETING 
"PREPAID  Experts" 

Horace  Southward/Eric  Southward 
(800)  9508475*www.metro-news.com 


PRO  STARTS 

PROFESSIONALTELEMARKETING  SERVICES 
FOR  BUILDING  CIRCULATION 
TOM  ZGONC  (800)  7766397 

WWW.PROSTARTS.COM 


COMPUTER  SOFTWARE 

SOFTWARE  for  AR  displays,  classifieds 
scheduling  &  circulation.  Fake  Brains 

(303)  791-3301  www.fakebrains.com 


ILLUSTRATION/GRAPHIC 
_ DESIGN _ 

‘Save  Money!  Save  Time  Look  Great 
Custom  illustrations  and  graphics  at 
www.dailynewsgraphics.com/ep 
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PRESSROOM  SERVICES 


PRESSROOM  CLEANING  PROBLEMS? 

Dirty  presses,  ceilings,  walls,  beams?  Unsafe 
floors,  catwalks  and  ladderways?  Dirty 
handling  systems,  duct  work? 

Daily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION 
45  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TaL  FREE  (800)  657-21 10 
www.pressroomcleaners.com 


-ANNOUNCEMENTS- 


NEWSPAPER  BROKERS 


Leader  in  Sale 
of  Community 
Newspapers 

Check  our  references 
(214)  265-934MI 
Kickenbacher  IVIedia 

6731  Dcsco  Dr  .  Dallas.  TX  7522^ 
www.rickenbachermc  Jiu.ct>m 


-HELP  WANTED- 


ACADEMIC 


FRANCIS  MARION  UNIVERSITY 
Florence,  South  Carolina 
ASSISTANT/ASSOCIATE  PROFESSOR  of 
Mass  Communication.  Tenure-track. 
Position  #  04-09. 

ASSISTANT  PROFESSOR  of  Mass  Communi¬ 
cation.  One-year  appointment.  Position  # 
04-12. 

For  additional  information,  visit  our  website 
at:  www.fmarion.edu. 


JOURNALISM  DEAN 

William  Allen  White  School  of  Journalism 
and  Mass  Communications 
University  of  Kansas 

Review  of  applications  will  begin  December 
1,  2003.  Starting  date:  July  1,  2004.  Re¬ 
quirements  include  an  earned  master’s  de¬ 
gree  in  journalism,  mass  communications 
or  a  related  field;  academic  and  professional 
credentials  sufficient  for  appointment  as 
tenured  faculty  member;  experience  in  ad¬ 
ministration  and  management;  and  leadership 
and  interpersonal  abilities. 

Preferred  qualifications  include  experience 
as  journalism  dean,  director  or  department 
chair  and  earned  doctorate.  For  complete 
job  description  and  application  procedures, 
contact  Mary  Wallace,  School  of 
Journalism,  Stauffer-Flint  Hall,  1435 
Jayhawk  Blvd.,  Room  200,  University  of 
Kansas,  Lawrence,  KS  660467575. 


Phone:  (785)  8644752. 

E-mail:  mwallace@ku.edu. 

FAX:  (785)  864-5318  An  EO/AA  Employer. 
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_ ACADEMIC _ 

MEDIA  WRITING 

The  Communication  Studies  Program  at 
Lynchburg  College  seeks  an  assistant  pro¬ 
fessor  to  teach  an  introductory  course  in 
writing  for  the  media  as  well  as  upper  level 
courses  in  journalism  and/or  public 
relations,  and  to  advise  the  student  newspa¬ 
per.  The  program,  with  130-r  majors,  will 
move  into  a  newly  constructed  high-tech 
classroom  building  in  early  2005,  featuring 
a  converged  newsroom  where  students  will 
prepare  print,  online  and  television  media. 
Skills  in  teaching  writing  across  the  media, 
layout  and  design,  computer  assisted  re¬ 
porting  and  experience  in  the  media  highly 
desirable.  This  is  a  tenure  track  position. 
Ph.D.  preferred.  Masters  degree  in  journalism 
or  related  field  and  teaching  experience 
at  the  college  level  are  the  minimum  re¬ 
quirements.  Send  vita,  three  references  to: 
Dean  Woody  Greenberg 
School  of  Communication  and  the  Arts 
Lynchburg  College 

1501  Lakeside  Drive,  Lynchburg,  VA  24501 
E-mail:  Greenberg@lynchburg.edu 
Lynchburg  College  is  an 
Equal  Opportunity  Employer 


E&P'S  CLASSIFIED 

the  newspaper 
^industry’s  meeting^ 
place. 

888.825.9149 


From  the 

newsrooms 

to  the 

PRESSROOMS 

to  the 

boardrooms  - 

no  one  covers  the 
newspaper  business  like 
Editor  &  Publisher 


visit  our  website  at 
w  w  w.  e  tl  i  1 0  r  a  n  d  pu  b  I  i  s  h  e  r .  c  o  ni 


ACADEMIC 


PSJ  DIRECTOR 

;  The  Pulliam  School  of  Journalism  of  Franklin 
I  College  is  seeking  a  director/division  head. 
Our  goal  is  to  become  one  of  the  premier 
journalism  education  choices  in  the  country 
I  for  prospective  journalism  students  and  the  ; 

!  first  place  the  working  media  calls  when  a  I 
i  position  for  a  new  hire  becomes  available. 

!  You  will  be  working  with  five  faculty  and 
i  three  support  personnel  committed  to  the  i 
I  value  of  a  liberal  arts  education,  the  need 
for  a  practical,  yet  visionary,  journalism  cur-  , 

I  riculum  and  a  free  press.  PSJ  offers  students 
I  a  choice  of  4  tracks:  news/editorial, 

I  broadcast  journalism,  advertising/public  re- 
I  lations  and  visual  communications, 
j  The  director  is  responsible  for  the 
I  day-to-day  administration  of  the  program. 

!  You  will  need  the  skills  necessary  to  help 
'  shape  and  articulate  PSJ's  vision  and  curric- 
I  ulum,  to  teach  one  course  a  semester  and 
!  to  communicate  with  alumni  and  potential 
i  donors.  Service  to  the  college  will  include  a 
seat  on  the  Academic  Advisory  Committee  i 
assisting  the  Vice-President  of  Academic  Af-  ! 
fairs  and  the  division  heads  in  oversight  of  ! 
the  college’s  academic  program.  i 

If  you  are  an  experienced  administrator  j 
committed  to  a  collaborative  leadership  ! 
style,  an  articulate  defender  of  a  free  press  I 
and  an  ardent  supporter  of  journalism  i 
education  in  a  liberal  arts  environment,  we 
would  like  to  hear  from  you. 

A  BA  and  extensive  professional  experience  ; 
will  be  considered,  but  professional  experi¬ 
ence  with  an  MA  or  Ph.D.  is  preferred.  Multi- 
\  cultural  experiences  and/or  an  interest  in  : 
I  multicultural  issues  are  an  asset.  Women  j 
j  and  minorities  are  strongly  encouraged  to  ! 
apply. 

!  The  Search  Committee  will  begin  to  review 
applications  on  November  1,  2003,  and  will 
continue  until  the  position  is  filled.  Applica¬ 
tions  should  include  a  letter  of  interest,  i 
I  vitae,  and  a  list  of  four  or  five  references  I 
;  with  addresses  and  telephone  numbers.  ! 
.  Nominations,  applications,  and  inquiries  | 
!  should  be  sent  to:  Susan  Fleck,  Chair,  I 
I  Search  Committee,  Pulliam  School  of  Jour-  j 
:  nalism,  Franklin  College,  Franklin,  IN 
I  46131. 

It  is  Franklin  College  policy  that  all  opportu¬ 
nities  be  available  to  qualified  individuals  on 
1  the  basis  of  merit  and  without  , 
'  discrimination  to  any  applicant  for  employ-  j 
ment  because  of  race,  color,  religion,  gender,  j 
disability,  age,  national  origin,  or  sexual  orien-  i 
tation.  Franklin  College,  an  AA/EOE  j 
;  employer,  is  committed  to  diversity  and 
:  equality  in  education  and  employment. 


ADMINISTRATIVE 


■  EDITOR/PUBLISHER,  weekly  newspaper, 
j  Oklahoma,  privately  absentee  owned.  Could 
i  be  great  opportunity  for  husband/wife  ! 

team.  Resort  region.  Reply  to  Box  3493,  | 
j  Editor  &  Publisher  Classified,  770  j 
I  Broadway,  7th  Floor,  New  York,  NY  10003.  : 


Your  communication  link  to  the 
newspaper  industry  every  week 
since  1H84. 

ADMINISTRATIVE 


EXECUTIVE  DIRECTOR 

The  Kansas  Press  Association,  the  statewide  ; 
trade  association  for  Kansas  newspapers,  ; 
seeks  an  outstanding  individual  to 
serve  as  executive  director.  The  successful  ; 
candidate  must  be  able  to  guide  and  motivate 
a  staff  of  eight,  the  board  of  directors 
and  more  than  240  member  newspapers  in 
the  key  areas  of  administration,  program¬ 
ming,  member  services,  advertising  and 
revenue  generation,  and  Kansas  Newspaper 
Foundation  development. 

For  a  more  detailed  description  of  the  posi¬ 
tion,  visit  www.kspress.com.  To  apply,  : 
send  your  resume,  salary  expectations,  and 
your  views  and  comments  on  the  position  ' 
to:  Search  Committee,  Kansas  Press  Asso¬ 
ciation,  5423  SW  7th  Street,Topeka,  KS 
66606.  E-mail:  kbronson@kspress.com 
All  applications  must  be  received 
before  5  p.m.  on  Oct.  31, 2003. 

FOI  COALITION  COORDINATOR 
The  coordinator  would  coordinate  free-  . 
dom-of-information  activities  of  a  large  coali¬ 
tion  of  news  media  organizations.  Tasks  in¬ 
clude:  monitoring  of  legislation  and 
litigation,  informing  coalition  members  and 
other  groups  of  issues  and  developments, 
helping  to  formulate  a  long-term  FOI  strategy 
for  the  coalition,  developing  a  public  in¬ 
formation  campaign,  maintaining  a  web  site 
and  electronic  mail  list,  and  promoting 
more  press  coverage  of  access  and  secrecy 
issues.  Applicants  should  have 
knowledge  of  and  experience  with  FOI  ; 
issues.  A  legal  or  journalism  background  ; 
could  be  helpful  but  is  not  necessary.  Position 
is  full-time.  Salary  in  the  $40-50,000 
range  based  on  experience.  Office  will  be 
located  in  the  Washington,  DC  area. 

Mail  cover  letter  explaining  qualifications  for 
the  job,  a  resume  and  three  references  to  i 
Lucy  Dalglish,  Executive  Director,  Reporters  ! 
Committee  for  Freedom  of  the  Press,  1815  ! 
N.  Ft.  Myer  Drive,  Suite  900,  Arlington,  VA  j 
22209.  For  more  information,  call  (703) 
807-2100.  No  on-line  applications.  Deadline 
for  applications:  October  15,  2003. 


PUBLISHERS  WANTED 

Immediate  opportunities  for  publishers  or 
daily  newspaper  department  managers  ca¬ 
pable  of  leading  three  of  our  successful 
Kentucky  weekly  newspapers  to  even 
higher  levels  of  achievement  in  readership, 
quality  content,  circulation  growth  and  reve-  i 
nue  development.  If  you  are  a  newspaper 
publisher  seeking  a  new  challenge  or  de¬ 
partment  manager  seeking  an  opportunity  I 
to  run  your  own  newspaper  we  have  oppor¬ 
tunities  at  three  of  our  Kentucky  weekly  op¬ 
erations,  the  Grayson  County  i 
News-Gazette,  the  Floyd  County  Times  and 
The  Hazard  Herald.  Please  send  your  resume 
to: 

Keith  Ponder,  Glasgow  Daily  Times 
P.O.  Box  1179,  Glasgow,  KY  42142 
Or  E-mail:  kponder@barrencountyky.com 
EOE 


ADVERTISING 


Small  daily,  SALES  MANAGER  who  can  be¬ 
come  Publisher,  5-10  years  sales  experience 
required.  Family  owned.  Booming  resort  area. 
Southwest.  Send  replies  to  Box 
3494,  Editor  &  Publisher  Classified,  770 
Broadway,  7th  Floor,  New  York,  NY  10003. 


ADVERTISING 


ADVERTISING  MANAGER 
The  Paducah  Sun,  a  27,000  circulation 
7-day  newspaper  is  seeking  an  experienced 
advertising  executive  to  oversee  a  staff  of 
15  newspaper,  TMC  and  special  product 
sales  representatives.  Position  also 
involves  oversight  of  various  support  staff. 
Creativity,  ability  to  organize,  plan,  and  mo¬ 
tivate  essential.  Budgeting  skills  and  ability 
to  make  sound  financial  analysis  critical. 
The  Sun  is  the  flagship  newspaper  of  family 
owned  Paxton  Media  Group,  LLC,  publisher 
of  27  daily  newspapers  and  numerous 
weekly  and  specialty  publications  in  the  Mid¬ 
west  and  Southeast,  providing  opportunities 
to  advance.  Benefits  include  pension, 
401(k)  with  match,  choice  of  health  insurance 
plans.  Send  resumes  to: 

Publisher,  The  Paducah  Sun 
408  Kentucky  Avenue,  Paducah,  KY  42003 
No  phone  calls,  please 


BELO  INTERACTIVE  -  Dallas 
ONLINE  CLASSIFIED  SALES  MANAGER 

Manage  online  classified  sales  team  in  Dallas. 
New  media  products  for  automotive/real  es¬ 
tate/employment  (banners,  sponsorships  and 
E-mail). 

Develop  co-selling  strategy  with  Dallas 
Morning  News,  WFAA  and  TXCN.  3  -  5 
years  classified  sales/management  experi¬ 
ence.  Knowledge  of  competing  media  a 
plus.  EEOE.  Resumes  in  WORD  to: 
bijobs@belointeractive.com 


CLASSIFIED  ADVERTISING  DIRECTOR 
The  Charlotte  Observer,  a  Knight  Ridder 
newspaper,  is  searching  for  a  Classified  Ad¬ 
vertising  Director  to  lead  the  transformation 
of  the  current  classified  department  into 
one  of  the  very  best  in  the  industry. 

The  ideal  candidate  will  demonstrate  a  history 
of  sales  success  and  sales  management  suc¬ 
cess  in  all  classified  verticals.  Additionally, 
this  individual  will  be  knowledgeable  and  ex¬ 
perienced  in  all  classified  intricacies,  espe¬ 
cially  in  classified  section  reorganization  and 
design,  telephone  sales/call  center  opera¬ 
tions  and  the  development  of  classified  pric¬ 
ing  models. 

The  right  person  for  this  challenging 
position  will  be  passionate  about  classified 
advertising,  will  possess  an  outstanding 
work  ethic,  and  will  exhibit  a  coaching  and 
teaching  style  of  leadership  and  manage¬ 
ment.  A  minimum  of  5  years  experience  in 
advertising  management  is  required.  This  is 
a  great  opportunity  to  work  in  a  company 
and  an  advertising  division  intent  on  being 
one  of  the  very  best  in  the  industry. 

We  offer  a  compensation  package  that  will 
generally  reward  your  success  along  with 
an  outstanding  benefits  package.  Please 
forward  your  resume,  a  letter  of 
introduction  and  reference,  and  your  salary 
history  to:  obsjobs@charlotteobserver.com 
j  or  mail  to  Human  Resources  Department, 
i  The  Charlotte  Observer,  600  South  Tryon 
I  Street,  Charlotte,  NC  28202. 

EOE 

!  Pre-employment  drug  screening  required 
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-HELP  WANTED- 


ADVERTISING 


CLASSIFIED  ADVERTISING  DIRECTOR 

Imagine  a  position  where  on  Sunday  you're 
already  looking  forward  to  getting  back  to 
the  race  Monday  morning.  Imagine  a  fast 
paced  work  environment  that  is  energizing 
and  offers  an  opportunity  for  advancement 
in  a  good  company  that  is  aggressively  add¬ 
ing  newspapers  nationwide. 

The  Sioux  City  Journal  is  looking  for  an  en¬ 
ergetic,  creative,  enthusiastic  Classified  Ad¬ 
vertising  Director  with  a  passion  for  achieving 
goals.  This  is  a  department  head  position  re¬ 
porting  directly  to  the  publisher. 

Responsibilities  include  management  of  five 
inside  sales  people  and  five  outside  sales 
people.  The  position  is  accountable  tor  all 
areas  of  the  classified  department  including 
Employment,  Automotive,  Real  Estate,  and 
private  party  as  well  as  online  and  three 
niche  products.  The  successful  candidate 
must  have  3-5  years  sales  management  ex¬ 
perience,  preferably  in  classified  and  a 
proven  track  record  of  growing  revenue 
creatively  and  rapidly. 

We  are  a  Lee  Enterprise  newspaper,  a  leader 
in  the  industry  in  sales  and  marketing, 
emphasizing  strong  local  journalism  as  our 
foundation  for  success. 

We  offer  a  full  benefits  package  including 
medical,  dental,  vision,  life  insurance,  gen¬ 
erous  401(k),  employee  stock  purchase 
and  paid  vacation. 

Please  send  your  resume  with  cover  letter 
and  references  to: 

Ron  Peterson,  Publisher 
Sioux  City  Journal 

P.O.  Box  118,  Sioux  City,  Iowa  51101 
Ron.Peterson@Lee.net 


CLASSIFIED  ADVERTISING  MANAGER 
If  you  have  at  least  3  years  of  experience  in 
classified  advertising  sales,  and  have  coor¬ 
dinated  the  work  of  other  sales  people,  this 
is  your  opportunity  to  become  a  full  time 
manager.  Fastest-growing  weekly  newspaper 
in  the  city  of  Philadelphia  is  looking  for 
an  energetic,  hands-on  classified 
advertising  manager.  You  will  be  expected 
to  recruit,  coach,  manage,  train,  encourage 
and  lead  a  sales  staff  of  4  people.  If  you 
have  a  proven  record  of  exceeding  sales 
goals  and  you  think  you  can  lead  others  to 
achieve  theirs,  contact  us  now.  Fax  resume 
and  cover  letter  indicating  salary  expecta¬ 
tions  to  (215)  569-3069. 


FRESH  START  FOR 
SEASONED  SALES  LEADER 
Fastest-growing  weekly  newspaper  in  the 
city  of  Philadelphia  is  looking  for  an  energetic, 
hands-on  display  advertising  manager 
to  develop  an  untapped  market.  You  will  be 
expected  to  recruit,  coach,  manage,  train, 
encourage  and  lead  a  sales  staff  of  8  people. 
If  you  have  a  proven  record  of  exceeding 
sales  goals  and  leading  others  to 
achieve  theirs,  contact  us  now.  Fax  resume 
and  cover  letter  indicating  salary  expecta¬ 
tions  to  (215)  569-3069. 


ADVER'nSING 


GLOBAL  CLASSIFIED  SALES  DIRECTOR 
21st  Century  Newspapers  located  in  the 
Detroit  metro  market  is  seeking  a  highly 
motivated  individual  to  oversee  the 
merging  of  our  newspaper  properties  con¬ 
sisting  of  dailies,  weeklies  and  shoppers 
into  one  Classified  Sales  Center. 

Candidates  should  be  experienced  in  devel¬ 
oping  and  managing  a  sales  center 
including  staff,  maximizing  revenue  and 
strategic  planning.  Candidates  should  be 
able  to  demonstrate  excellent  communica¬ 
tion,  organizational  and  team  building  skills. 

•  Minimum  3  years  of  management  experi¬ 
ence  preferably  in  a  sales  center. 

•  Experience  in  developing  multi-rate  struc¬ 
tures. 

•A  BS  in  Marketing  or  a  related  field  or 
equivalent  experience. 

We  provide  a  competitive  compensation 
package,  and  excellent  benefits  package. 
Qualified  applicants  should  send  re¬ 
sume/cover  letter  to: 

The  Oakland  Press 
Attn:  HR  Department  -  EPCD 
48  W.  Huron,  Pontiac,  Ml  48342 
Fax:  (248)  4544482 


Guest  Informant,  the  well-known  and  recog¬ 
nized  hardback  guidebook  found  in  the  finest 
hotels  across  the  United  States,  has  recently 
been  purchased  by  Morris  Communications 
Company,  LLC. 

We  are  looking  for  some  top-quality  sales 
people  to  fill  PUBLISHER  positions  and  OUT¬ 
SIDE  SALES  positions  in  several  U.S.  mar¬ 
kets.  Publishers  will  have  responsibilities 
that  include  advertising  sales  and  P&L  re¬ 
sponsibilities.  The  outside  sales  positions 
will  be  responsible  for  calling  on  accounts 
selling  advertising. 

Both  outside  sales  positions  and  the  pub¬ 
lisher  positions  MUST  have  very  strong 
sales  skills  and  experience. 

Our  ideal  candidates  are  able  to  work  inde¬ 
pendently,  have  strong  sales  experience 
and  enjoy  working  with  advertisers  and 
making  sales  calls. 

These  positions  will  be  salary  plus  commis¬ 
sion  with  full  benefits. 

Markets  where  positions  are  available:  At¬ 
lanta,  Houston,  San  Antonio,  Kansas  City, 
and  Los  Angeles. 

Please  send  resumes  to: 

Monica  L.  Williams 
Morris  Communications  Company 
P.O.  Box  936,  Augusta,  GA  30903 
E-mail:  jobs@morris.com 


_ ADVERTISING _ 

JOIN  A  WINNING  TEAM 
ADVERTISING  MANAGER 
The  Las  Cruces  Sun-News,  a  Gannett  news¬ 
paper  located  in  Las  Cruces,  New  Mexico 
has  an  opening  for  an  Advertising  Manager. 
The  successful  candidate  for  this  position 
should  have  multi  market  experience  with 
the  ability  to  lead  and  direct  the  Advertising 
Department  in  the  attainment  of  revenue 
and  linage  goals.  This  person  will  train  and 
motivate  a  staff  of  22  professionals  in  the 
accomplishing  of  department  goals. 

Basic  requirements  include:  Education 
and/or  training  in  marketing,  advertising 
sales,  business,  retailing  and  management. 
Newspaper  sales  experience  required. 
Leadership  and  problem  solving  skills  es¬ 
sential.  Ability  to  manage  multiple  projects 
in  an  organized  manner  while  meeting  dead¬ 
lines.  Knowledge  of  all  levels  of  advertising 
will  be  a  plus. 

Please  mail  cover  letter  and  resume  to: 

Las  Cruces  Sun-News 
256  W.  Las  Cruces  Avenue 
Las  Cruces,  NM  88005 
Fax:  (505)  541-5497 
Or  E-mail:  |luna@lcsun-news.com 


CLASSIFIED  AUTOMOTIVE  SALES  MANAGER 
Houston  Chronicle,  Houston,  Texas 

The  Houston  Chronicle  has  an  immediate 
sales  management  opportunity  for  a  dynamic 
individual  to  join  our  team. 

You  will: 

•Lead  a  team  of  6  automotive  account 
executives  in  new  account  development  and 
maintaining/maximizing  current  accounts 
We  require: 

•  3-t-  years  sales  management  experience  in 
the  newspaper  industry 

•  Proven  success  at  leading  a  team  of  sales 
professionals 

•  College  degree  unless  skills/experience 
match  requirements 

Ideal  candidates  will  have: 

•  Excellent  coaching/leadership  skills 

•  Ability  to  effectively  build  and  maintain  client 
relationships 

•Automotive  Industry  experience 

To  apply:  Please  submit  resume/salary 
requirements  to: 

Houston  Chronicle  Human  Resources  Dept. 
ATTN:  Automotive  Sales  Manager 
801  Texas  Avenue,  Houston,  TX  77002 
Or  FAX:  (713)  2206611 
An  Equal  Opportunity  Employer 


CIRCULATION 


CIRCULATION  MANAGER 
Experienced  Circulation  Manager  is  sought 
by  The  Hour  newspapers,  located  in  the 
competitive  Norwalk,  Connecticut  market. 
The  successful  candidate  will  have  a  mini¬ 
mum  of  5  years  managerial  experience. 
This  hands-on  position  requires  a  firm  un¬ 
derstanding  of  every  aspect  of  circulation, 
including  budgeting.  Proficiency  in  Excel 
and  Word  a  must.  Benefits  include  health 
insurance  and  401  (k). 

Please  submit  resume  to  Lou  Cretella,  The 
Hour,  346  Mam  Avenue,  Norwalk,  CT 
06851,  or  E-mail  to  lcretella@thehour.com. 
Include  salary  history. 

CIRCULATION  OPERATIONS  MANAGER 
The  Augusta  Chronicle,  a  regional  publication 
of  Morris  Communications,  located  in 
Augusta,  GA  is  seeking  a  circulation  opera¬ 
tions  manager.  This  position  under  the  su¬ 
pervision  of  the  Circulabon  Director 
provides  leadership,  focus  and  direction 
necessary  to  provide  circulation  growth  in 
home  delivery  and  single  copy  sales. 

This  is  a  key  position  requiring  strong  lead¬ 
ership,  impeccable  service  commitment, 
written  and  verbal  communications  skills,  as 
well  as  strategic  thought  processes  to  lead 
a  team  in  the  distribution,  training  and  mar 
keting  functions  of  the  newspaper.  College 
education  or  equivalent  work  experience  in 
the  field  required.  Submit  resume  to  Human 
Resources  Department  (0/M),  The  Augusta 
Chronicle,  P.O.  Box  1928,  Augusta,  GA 
30903.  EOE 

GANNEH  CIRCULATION  OPPORTUNITIES 
CIRCULATION  SALES  MANAGERS 
Gannett  Co.  Inc.  is  seeking  results-oriented 
newspaper  sales  and  marketing  profession¬ 
als  to  coordinate  circulation  sales  plans  and 
marketing  programs  to  meet  our  budgeted 
objectives.  Candidates  should  have  a 
proven  track  record  in  developing  and  im¬ 
plementing  successful  sales  programs  in 
competitive  markets,  as  well  as  significant 
recruiting,  training,  customer  relations  and 
supervisory  experience.  The  managers  we 
are  seeking  must  be  excellent  communica¬ 
tors  with  strong  leadership  and  management 
skills. 

Gannett  offers  an  excellent  compensabon 
and  benefits  package,  including  medical, 
dental,  life  insurance,  retirement,  401(k) 
and  great  growth  opportunities  in  various  lo¬ 
cations.  We  welcome  diversity  and  maintain 
a  safe  drug  free  work  place.  Pte-employment 
drug  testing  is  required. 

If  you  are  interested  in  these  opportunities, 
RUSH  your  resume  and  salary  history  to: 

Rob  Althaus,  Vice  President 
Gannett  Co.,  Inc 
E-mail:  ralthaus@gannett.com 
Leo  Harley,  Manager/Executive  Recruiting 
Gannett  Co.,  Inc. 

E-mail:  lharley@westches.gannett.com 


EDITORIAL 


MAGAZINE  EDITOR 

Louisiana-based  State-by-State  Gardening 
magazines  seeks  expert  horticultur- 
isVgardener  to  be  associate  editor.  Editing 
and  layout  experience  required. 

Call:  (318)  255-3149 


The  Greenville  Daily  Advocate,  a  county 
seat  7CKX)  circulation,  7  day  daily  newspaper 
in  West  Central  Ohio  is  searching  for  an 
experienced  ADVERTISING/MARKETING 
MANAGER.  Please  send  resume  with  salary 
requirements  in  confidence  to: 

Publisher,  Rodd  Hale 
P.O.  Box  220,  Greenville,  OH  45331 
Or  E-mail:  rhale@dailyadvocate.com 


“Remember  always  that  you  have 
not  only  the  right  to  be  an  indi¬ 
vidual,  you  have  an  obligation  to 
be  one." 

-  Eleanor  Roosevelt 


CIRCULATION 


CIRCULATION  MANAGER 
Circulation  Manager  needed  at  growing  sub¬ 
urban  Atlanta  daily.  Six  day,  morning  delivered 
6000  circulation  paper.  Career  making 
opportunity  for  strong,  hands-on  manager. 
Fax  or  E-mail  resume  to  Publisher  at: 

(770)  949-7556 

dmurray@douglascountysenbnel.com 


I  LOOKING  for  that  next  career  move?  (k)  to 
■  The  Ogden  Newspapers,  Inc.  web  srte  at: 
www.ogdennews.com/opportunibes 
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-HELP  WANTED- 


EDITORIAL 


COPY  EDITORS 

The  Spokesman-Review  in  Spokane,  Wash¬ 
ington,  the  fourth-largest  newspaper  in  the 
state,  is  seeking  energetic,  creative  copy 
editors  for  its  night  news  desk.  One 
position  is  for  a  permanent  full-time  editor 
and  the  other  is  an  internship  to  help  us 
through  the  training  and  installation  of  a 
new  computer  system.  Strong  news  judg¬ 
ment,  good  headline  writing  and  editing  abil¬ 
ities  plus  imaginative  design  skills  are  ne¬ 
cessities.  Bachelor’s  degree,  preferably  in 
journalism.  Previous  experience  as  a  copy 
editor  for  a  daily  newspaper.  A  thorough  un¬ 
derstanding  of  English  grammar,  usage  and 
syntax.  This  is  an  exciting  time  at  this 
award-winning  paper  as  we  move  to  a 
state-of-the-art  front-end  system.  Please 
send  resume  and  cover  letter  to  Jim 
Kresse,  The  Spokesman-Review,  999  West 
Riverside  Avenue,  Spokane,  WA  99201  or 
E-mail  him  at: 

jimkr@spokesman.com  by  October  15. 


EDITORIAL 


EDITOR 

Cincinnati  magazine  publisher  seeks  an  ex¬ 
perienced  editor  for  an  industry-leading  pub¬ 
lication  covering  digital  printing  and 
imaging.  Prefer  a  candidate  with  proven 
publication  management  skills  in  the  graph¬ 
ic-arts  industry,  preferably  in  digital  printing 
and/or  electronic  publishing.  Will  also  con¬ 
sider  candidates  from  the  industry  who  may 
not  have  editing  experience  but  are  strong 
communicators  with  expertise  in  digital 
printing.  The  editor  will  lead  a  four-person 
staff,  develop  editorial  policies  and  sched¬ 
ules,  write  and  assign  feature  and  column 
materials,  direct  information  flow  to  our 
website,  and  travel  regularly  to  represent 
the  publication  in  the  field.  Strong  writing, 
editing,  research,  communication,  manage¬ 
ment,  and  planning  skills  are  required  -  the 
willingness  to  develop  industry-specific  ex¬ 
pertise  is  essential.  Relocation  required. 
Please  submit  resume  to: 

deedee.davis@stmediagroup.com 


DESIGN  EDITOR 

The  Missouri  School  of  Journalism  has  an 
immediate  opening  for  an  experienced  de¬ 
signer  to  join  our  faculty  and  become  a 
leader  in  design  at  the  Columbia 
Missourian,  the  world's  only  six-day  commu¬ 
nity  newspaper  managed  by  professional 
journalists  and  staffed  by  students. 

Our  ideal  candidate  has  significant  design 
experience  as  well  as  strong  copy  editing 
skills.  We’re  looking  for  a  person  who  is  a 
content  manager  first  and  editor  always, 
someone  who  enjoys  working  with  all  de¬ 
partments  to  create  the  perfect  front  page 
or  eye-popping  features  sections.  You  will 
teach  copy  editing  and/or  design  while 
practicing  it  daily. 

This  could  be  the  perfect  opportunity  for 
someone  with  several  years  of  newspaper 
design  experience  to  move  up  into  manage¬ 
ment. 

Requirements:  Five  years  of  experience, 
willingness  to  work  nights,  demonstrated 
teaching  or  coaching  skills  in  the  newsroom 
or  classroom.  Quark  or  other  computer  de¬ 
sign  program  proficiency.  Master’s  degree 
preferred  (though  not  required). 

Columbia,  Mo.,  is  a  vibrant,  sophisticated 
college  town  halfway  between  Kansas  City 
and  St.  Louis.  It  has  been  ranked  one  of  the 
top  places  to  raise  a  family  in  several  national 
surveys. 

Please  send  cover  letter,  resume  and  design 
samples  to  Rene  Rau,  Design  Editor 
Search,  School  of  Journalism,  120  Neff 
Hall,  Columbia,  Missouri  65211,  E-mail 
questions  to  Reuben  Stern,  search  commit¬ 
tee  chair,  at  sternr@missouri.edu. 

The  University  of  Missouri  is  an  Equal 
Opportunity/Affirmative  Action  Employer. 

To  request  ADA  accommodations,  please 
contact  our  ADA  Coordinator  at: 

(573)  884-7278  (V/TTY) 

“Happiness  lies  in  the  joy  of 
achievement  and  the  thrill  of 
creative  effort.” 

-  Franklin  Delano  Roosevelt 


FEATURES  EDITOR 

The  Virginian-Pilot  is  looking  for  a  terrific  ed¬ 
itor  to  help  rev  up  its  features  section  at  the 
state’s  largest  newspaper.  It’s  a  great  time 
to  be  the  Pilot’s  features  editor  because 
we’re  embarking  on  a  major  overhaul  of 
content  and  design.  We  want  a  lively,  newsy 
and  fun  section  that  connects  with  readers, 
especially  younger  folks. 

The  features  editor  will  have  plenty  of  help 
on  this  ambitious  project.  We  have  a  team 
of  talented  designers  who  helped  the  Pilot 
win  recognition  as  one  of  the  world’s  five 
best-designed  newspapers  in  2002.  And  the 
Pilot  is  gaining  a  national  reputation  for  sto¬ 
rytelling  and  narrative  writing,  reflected  in 
numerous  national  features  awards  this 
year. 

Beyond  the  redesign,  the  features  editor 
will  lead  a  team  of  reporters,  critics  and 
columnists  to  generate  a  memorable  daily 
report.  And  the  editor  also  collaborates  with 
other  department  editors,  writers  and  free¬ 
lancers  who  contribute  trend  and  lifestyle 
stories. 

When  the  work  is  done,  there’s  time  to  play 
in  a  terrific  backyard.  Norfolk  is  surrounded 
by  the  ocean,  bay  and  mountains.  And  it’s 
just  a  short  hop  to  D.C.  and  New  York. 
Candidates  should  have  several  years  of 
editing  and  reporting  experience  and  a  pas¬ 
sion  for  great  storytelling.  The  editor  also 
needs  strong  leadership  and  coaching 
skills,  as  well  as  the  ability  to  play  well  with 
others. 

Interested  applicants  should  send  a 
resume,  references,  clips  and  sample  sec¬ 
tions  to  Alecia  Swasy,  Deputy  Managing  Edi¬ 
tor,  The  Virginian-Pilot,  150  W.  Brambleton 
Avenue,  Norfolk,  VA  23510.  Deadline  for 
applications  is  October  10,  2003 


SENIOR  EDITOR 

Write  Stuff  Enterprises,  the  industry  leader 
in  fine-business  publishing,  seeks  senior  edi¬ 
tor  with  superior  writing  skills,  management 
experience  to  oversee  book  development, 
manage  freelancers,  and  edit  books  from 
conception  to  final  form.  Excellent  writing 
and  editing  skills  a  must.  Fax  letter, 
resume,  writing  samples,  and  salary  re¬ 
quirements  to  (954)  463-2220. 


EDITORIAL 


MANAGING  EDITOR 

Teacher  Magazine,  a  bi-monthly  general- 
interest  magazine  aimed  at  K-12  educators 
nationwide,  is  looking  for  an  editor  with 
news  and  magazine  experience.  Must  be 
able  to  write  and  edit  well,  plan  and  supervise 
a  news  section,  and  work  with  a  team. 
Background  in  education  reporting  a  plus. 
With  a  circulation  of  125,000,  Teacher  is  an 
independent  publication  that’s  been  nomi¬ 
nated  for  National  Magazine  Awards.  Its 
congenial  office  is  located  in  a 
Metro-accessible  suburb  just  outside  Wash¬ 
ington,  DC.  Salary  commensurate  with  ex¬ 
perience.  Generous  benefits  package.  Send 
resume  and  writing  and  editing  samples  to 
Rich  Shea,  Teacher  Magazine,  6935  Arlington 
Road,  Suite  100,  Bethesda,  MD 
20814. 


OPINION  PAGE  EDITOR 
The  Des  Moines  Register  seeks  an  opinion 
page  editor  to  lead  and  inspire  its  editorial 
pages.  The  successful  candidate  must  be 
able  to  create  opinion  pages  that  are 
thought-provoking  and  interactive,  serving 
readers  who  are  engaged,  interested  in  the 
community  and  connected  to  the  future  of 
the  state  of  Iowa. 

We’re  looking  for  someone  with  a  combina¬ 
tion  of  bedrock  values  and  the  creative  vision 
to  make  opinion  pages  compelling  for 
generations  of  readers.  Previous  editorial 
page  experience,  management  experience 
or  both  will  be  helpful.  But  even  more  im¬ 
portant  is  the  candidate’s  vision  for  our 
opinion  pages. 

Applicants  should  send  a  resume,  work 
samples  and  a  cover  letter  outlining  that  vi¬ 
sion  to:  Paul  Anger,  editor.  The  Des  Moines 
Register,  715  Locust  Street,  Des  Moines, 
lA  50309.  Or  E-mail:  panger@dmreg.com. 
FAX:  (515)  284-2511. 


Smart  and  skillful  GOVERNMENT  REPORTER 
with  minimum  three  years  of  experience 
who  promises  never  to  write  a  lede  that 
begins  “The  County  Commission  voted 
today  . . .”  sought  by  mid-sized  Florida  daily 
with  big-sized  ambitions.  Salary  mid-30s  to 
mid40s  in  a  tax-free  state.  Clips  and  resume 
to  City  Editor,  Sarasota  Herald-Tribune,  801 
S.  Tamiami  Trail,  Sarasota,  FL  34236. 


SPORTS  WRITER 

The  Watertown  Daily  Times,  a  33,000- 
circulation  daily  in  northern  New  York  state, 
seeks  an  energetic  sports  writer  to  join  an 
aggressive,  hard-working  staff  in  our 
Canton  bureau.  Responsibilities  include  cov¬ 
ering  all  aspects  of  high  school,  college  and 
recreational  sports.  Please  send  re¬ 
sume/clips  to  Gregory  Gay,  Executive 
Sports  Editor,  Watertown  Daily  Times,  260 
Washington  Street,  Watertown,  NY  13601. 


WRITER 

African  American  weekly  newspaper  seeks 
freelance  writer  for  500  to  1000  word  arti¬ 
cles  on  a  variety  of  topics  of  interest  to  its 
market.  Please  forward  writing  samples,  re¬ 
sume,  compensation  expectations  to: 

Eric  H,  Kearney 

P.O.  Box  29077,  Cincinnati,  OH  45229 


EDITORIAL 


The  Spokesman-Review  in  Spokane,  Wash., 
has  an  immediate  opening  for  a 
CONTENT  PRODUCER  for  its  website. 

Candidates  should  have  journalistic  training 
as  well  as  skills  in  Web  site  and  data  base 
programming.  Previous  experience  at  a 
newspaper  is  a  plus.  College  degree  in  jour¬ 
nalism  or  related  field  is  preferred.  Most  im¬ 
portant  is  an  eagerness  and  aptitude  to 
learn  new  skills  that  will  help  keep  our  web 
site  on  the  cutting  edge  of  online  journalism. 

Please  send  resume  (including  specific  pro¬ 
gramming  skills)  and  cover  letter  to  Ken 
Sands,  managing  editor  of  online  and  new 
media,  at  kens@spokesman.com,  or  by 
snail  mail  to  999  W.  Riverside  Ave., 
Spokane  WA  99201. 


MAILROOM 


PACKAGING  MANAGER 

The  St.  Paul  Pioneer  Press  is  looking  for  an 
experienced  Packaging  Manager  with  proven 
management  and  leadership  skills  to  join 
our  operations  team. 

The  Packaging  Manager  will  work  under  the 
general  direction  of  the  Vice  President  of 
Operations.  He/She  will  be  responsible  to 
lead,  direct,  and  supervise  the  packaging 
staff  as  well  as  develop  systems,  procedures, 
and  objectives  for  the  packaging  department. 

Other  responsibilities  include:  Developing 
and  managing  the  packaging  budget  and 
ensuring  all  packaging  and  distribution  ob¬ 
jectives  are  met  for  internal  company  de¬ 
partments  as  well  as  our  advertisers. 

A  bachelor’s  degree  or  equivalent  experience 
is  preferred.  Must  have  three  to  five 
years  of  experience  in  a  packaging,  distri¬ 
bution,  or  other  production  environment.  Su¬ 
pervisory  and/or  management  experience 
is  required.  Must  have  excellent  communi¬ 
cation  and  customer  service  skills.  Com¬ 
petitive  salary  and  excellent  benefits. 

To  apply,  please  send  your  resume  to: 
Employee  Relations 
St.  Paul  Pioneer  Press 
345  Cedar  Street,St.  Paul,  MN  55101 


PRESSROOM 


LEAD  PRESS  OPERATOR 
NIGHT  SHIFT 

The  Free  Lance-Star,  a  50,000  daily  news¬ 
paper  located  50  miles  south  of 
Washington,  DC,  in  the  historic  city  of  Fred¬ 
ericksburg,  VA,  has  an  opening  for  a  Lead 
Pressman.  We  have  nineteen  units  of  Goss 
Urbanite  and  ten  units  of  Enkel  RTPs.  Quali¬ 
fied  candidate  will  have  a  minimum  of  five 
years  experience  in  a  lead  press  room  posi¬ 
tion,  strong  mechanical,  computer  and  com¬ 
munication  skills  and  a  commitment  to  qual¬ 
ity.  This  position  reports  to  the  pressroom 
manager  and  will  be  expected  to  direct  the 
department  in  his  absence.  If  interested, 
send  resume  to  The  Free  Lance-Star,  At¬ 
tention:  Human  Resources,  616  Amelia 
Street,  Fredericksburg,  VA  22401. 

Or  E-mail:  arock@freelancestar.com 
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-HELP  WANTED- 


PRESSROOM 


OPERATIONS  PRESS  MANAGER 
Do  you  want  to  be  the  Press  Manager  at  a 
pristine  new  facility  with  a  twelve  tower, 
Man  Roland  Regioman  Offset  Press?  The 
Knoxville  News  Sentinel  is  seeking  an  expe¬ 
rienced  leader  to  manage  30+  employees 
and  produce  high  quality  products  on  time 
with  a  minimum  of  waste.  Our  daily  circulation 
is  125,000  and  commercial  print  is  our 
newest  endeavor. 

Requirements  include: 

•  10  years  press  room  experience 

•  Strong  trouble  shooting  ability 

•  Mechanical  aptitude 

•  Multiple  web  tension  &  adjustable  gain  fa¬ 
miliarity 

We  are  a  leading  employer  of  East  Tennessee 
and  we  have  been  in  business  over  100 
years.  We  offer  a  competitive  salary  and 
comprehensive  benefits  and  are  an  Equal 
Opportunity  Employer. 

Please  apply  or  send  resume  by  September 
29,  2003  to: 

The  News  Senhnel,  Attn:  Human  Resources 
2332  News  Sentinel  Drive 
Knoxville,  TN  37921-5761 
Faxes  Accepted  (865)  342-6995 
E-mail:  steele@knews.com 


P&P  Press  Inc.,  an  award-winning  commercial 
cold  set  web  offset  printing  plant,  with 
4  Harris  VI 5  presses,  is  seeking  an  indi¬ 
vidual  with  a  minimum  of  5  years 
experience  as  a  PRESS  OPERATOR  and  is 
dedicated  to  high  quality  standards.  Three 
day,  12  hour  shifts.  Air-conditioned. 401(k)+ 
Call  John  Landry  or  send  resume  and  sam¬ 
ples  to:  HR,  P&P  Press  Inc,,  6513  N.  Galena 
Road,  Peoria,  IL  61614.  (309)  691-8511. 


-POSITIONS  WANTED- 


ADMINISTRATIVE 


PUBLISHER'S  CONSULTANT 
30  years  experience  in  all  facets  of  daily 
and  weekly  publishing.  Able  to  plan  and  initi¬ 
ate  cold-starts,  rebuild  dormant  or  red  ink 
papers,  recruit  and  train  ad  and  edit  staffs, 
and  handle  overall  administration.  I  work  as 
the  publisher’s  right-hand  for  as  long  as 
needed.  References  and  brochure  upon  re¬ 
quest.  Contact  Michael  Bradley: 

Phone:  (508)  563-2835 
E-mail:  mbradley.capecod@verizon.net 


ADVER'nSING 


I  BRING  20  YEARS  of  newspaper/magazine 
advertising  sales  experience  to  the  table. 
Seasoned,  dedicated  employee  with  exten¬ 
sive  knowledge  of  all  facets  of  these  indus¬ 
tries.  Increased  revenue  and  market  share 
in  all  positions.  Seeking  full-time  position  in 
NY/NJ  areas  with  a  growing  publication. 

E-mail:  Rosie48269@cs.com 
Or  call  Howard  at:  (732)  98&6157 


CIRCUL.VTION 


PROFESSIONAL  CIRCULATOR  seeks  imme¬ 
diate  Distribution/Sales  opportunity  in  Long 
Island,  New  York.  Tel/Fax:  (631)  588-2735. 


-POSITIONS  WANTED- 


EDITORIAL 


Creative,  experienced  MANAGING  EDITOR 
with  award-winning  multimedia  product 
seeks  managing  editor  or  higher  position  in 
Midwest,  preferably  the  Chicago  area.  Very 
strong  manager  of  both  people  and 
content.  Wishes  to  move  back  to  roots 
after  seven  years  in  the  Northwest. 

E-mail:  brownleaves30@hotmail.com 


PUBLISHER 

Your 

communication 
link  to  the 
newspaper 
industry  every 
week 

since  1884. 


**  ENTRY  LEVEL  &  INTERNSHIP 
RECRUITMENT** 

You  can  never  have  too  much  talent  on  a 
staff.. .Not  in  today’s  demanding,  rapidly 
evolving  workplace.  New  talent  brings  en¬ 
ergy,  enthusiasm  and  new  ideas. 

One  of  the  ways  Editor  &  Publisher 
serves  the  newspaper  marketplace  is  by 
offering  companies  a  place  where  they 
can  attract  new  talent.  You  can  now 
reach  the  BEST  NEW  TALENT  available 
by  taking  advantage  of  our  special  Help 
Wanted  Section  online. 

This  Online  Section  offers  a  meeting 
place  where  students  and  job  candidates 
can  respond  to  opportunities  presented 
by  the  news  media.  E&P  will  promote  this 
online  product  to  colleges  and  universi¬ 
ties  with  journalism,  publishing  and  busi¬ 
ness  curricula.  Students  and  new  gradu¬ 
ates  will  find  a  listing  of  entry  level/early 
experience  career  opportunities  and  in¬ 
ternships.  To  reach  the  best  and  the 
brightest  students  in  the  region,  adver¬ 
tise  your  internships  and/or  entry  level 
positions  in  this  N^  online  section. 
RATES;  Help  Wanted:  $25  per  ad.  These 
ads  will  be  visible  online  for  1  month 
For  mure  information  and  requirements, 
please  contact  us  at: 

'UFraec|888)82S9149 
Or  E+raA  hpreuB@BdloranckiJ:Iisher.  c  orn 


the  newspaper  hicUistry’s 

- MEETING  [lUtce! - 

HHH.H25.  9149 


CLASSIFIED  ADVERTISING 
INFORMATION 


Rates  are  per  line,  per  insertion,  3  line  minimum,  approximately  34 
characters/spaces  per  line,  no  abbreviations. 


also  includes  online 

HELP  WANTED  ALL  OTHER  CLASSIFICATIONS 


1  week . 

. $13.80 

1  week . 

. $12.45 

2  weeks . 

. $12.70 

2  weeks  . 

. $10.95 

3  Weeks . 

. $11.15 

3  Weeks . 

. $  9.60 

4  weeks . 

. $  9.45 

4  weeks  . 

. $  8.25 

1 2  weeks  . 

. $  9.00 

12  weeks  . 

. $  7.25 

26  weeks . 

. $  8.05 

26  weeks  . 

. $  6.40 

39  weeks  . 

. $  7.75 

39  weeks  . 

. $  6.00 

52  weeks  . 

. $  7.35 

52  weeks  . 

. $  5.60 

BLIND  BOXES:  $25  per  insertion 


DISPLAY  AD  RATES 


Camera-ready  veloxes:  Furnish  same  size  camera-ready,  othenwise 
a  scanning  charge  may  be  incurred.  All  halftones  must  be  a  maximum 
1 33-line  same  size  velox  print. 

Electronic  submission:  Advertising  may  be  submitted  via  e-mail.  For 
instructions,  please  ask  your  account  manager. 

per  inch,  per  insertion,  1  inch  minimum,  1/2  inch  increments 

BLACK  &  WHITE  DISPLAY  AD  RATES 


1  week  . 

.  $149 

12  weeks  . 

. $  115 

2  weeks  . 

.  $135 

26  weeks  . 

. $  110 

3  Weeks  . 

.  $128 

39  weeks  . 

. $  104 

4  weeks . 

.  $124 

52  weeks  . 

. $  98 

g R D E RS  AND  PAY M ENT. 


Ads  running  for  12  weeks  or  more  may  be  on  a  contract  basis. 
Contracts  are  non-cancellable.  All  ads  from  new  advertisers  must  be 
pre-paid  prior  to  deadline;  advertisers  with  a  payment  record  in  good 
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OPINION 


Beating  around  Bush 


nUY.  NOT  lilSl 

When  a  myth  helps  lead  to  war,  the  press  and 
the  President  should  be  active,  not  passive,  debunkers 


Every  day,  newspaper  editors  must  grapple  with 
the  question:  “What  is  news?”  There  is  a  fine  calculus 
that  goes  into  determining  what  belongs  on  the  front 
page,  what  gets  buried  in  the  middle,  and  what 
doesn’t  appear  in  a  newspaper  at  all. 

In  my  article  “Bush  9/11  Admission  Gets  Little  Play”  (E&P  Online, 
Sept.  19),  I  explored  the  results  of  my  study  of  how  the  12  largest 
daily  newspapers  by  circulation  handled  what  seemed  like  an 
important  event:  President  Bush  admitting  two  days  earlier  that 
Saddam  Hussein  had  nothing  to  do  with  9/11,  contrary  to  popular 


belief  (an  oft-cited  August  poll  conducted 
by  The  Washington  Post  revealed  that 
69%  of  Americans  believe  that  Hussein 
was  personally  involved  in  the  attacks). 

As  it  turned  out,  only  three  of  the  12 
biggest  papers  put  the  Bush  admission 
on  their  front  page,  and  two  {The  Wall 
Street  Journal  and  New  York  Post)  didn’t 
mention  it  at  all. 

Within  minutes  after  the  story  appeared 
online,  we  started  getting  letters.  Some 
were  the  usual  partisan  rants,  but  more 
revealing  were  notes  from  people  who 
worked  at  several  major  newspapers 
(outside  the  Top  12)  who  wanted  to  make 
sure  we,  and  the  world,  knew  that  their 
paper  had  correctly  recognized  the  import 
of  this  event.  “I,  too,  was  surprised  to  see 
how  many  papers  played  down  the  story,” 
wrote  Richard  Chacon,  deputy  foreign  edi¬ 
tor  of  The  Boston  Globe.  “Too  bad  Forges 
didn’t  cast  his  net  a  bit  wider,  however.  He 
would’ve  seen  that  the  Boston  Globe  did 
run  a  prominent  story  on  its  front  page.” 

Staff  from  The  Seattle  Times,  The  San 
Diego  Union-Tribune,  the  Newark  Star- 
Ledger  and  Minneapolis  Star-Tribune  also 
wrote  to  draw  attention  to  their  paper’s 


front-page  coverage  of  the  statement. 

We  also  got  mail  from  readers  pointing 
with  pride  to  their  local  papers’  strong 
handling  of  the  story  —  or  decrying  their 


decision  to  bury  it.  One  reader,  Dennis 
Shook  of  Beaverton,  Ore.,  told  us  that 
The  Oregonian  in  Portland  had  failed  to 
mention  the  Bush  admission  at  all,  so  he 
had  written  in  protest,  but  “they  ignored 
my  letter  too.” 

Many  of  the  notes  were  fiery  with 
emotion.  “This  is  about  the  most  incredi¬ 
ble  thing  I  have  ever  read,”  John  Zaragoza 
wrote.  “Here  the  press  doesn’t  cover  one 
of  the  major  reasons  this  country  went 
to  war  and  thousands  of  people  have  been 
killed...  all  based  on  lies.  And  this  is  not 


heralded  across  all  media  banners?” 

Most  of  the  critical  letters  argued  that 
Bush’s  admission  was  not  big  news 
because  he  had  never  actually  claimed 
Saddam  Hussein  was  involved  in  9/11. 

“You  need  to  get  your  fact-checkers  to 
work,”  Charles  R.  Martin  wrote.  “First, 
Bush’s  ‘admission’  is  completely  consistent 
with  what  he’s  said  in  the  past  —  just  not 
consistent  with  the  misquotations  that 
have  been  spun  since.” 

My  article,  however,  did  not  claim  that 
Bush  had  ever  explicitly  linked  Hussein 
to  9/11  —  only  that  he  implied  it.  Given 
the  number  of  times  he  had  mentioned 
Saddam  and  9/11  in  the  same  breath,  this 
seemed  to  be  a  safe  observation.  In  fact. 
Bush  was  forced  to  admit  the  link  was 
hogwash  only  after  his  vice  president, 
three  days  earlier,  once  again  insinuated 
a  connection  between  Saddam  and  9/11- 
Bush’s  admission  should  have  made 
a  bigger  splash  because  almost  seven 
out  of  10  Americans  believed  an  apparent 
untruth.  Polls  have  shown  that  this  belief 
was  one  of  the  key  reasons  the  public 
was  so  willing  to  back  the  invasion  of  Iraq. 
The  fact  that  Bush  evidently  knew  that 
Saddam  was  not  involved  in  the  9/11 
attack,  yet  did  not  debunk  this  myth, 
suggests  a  dangerous  manipulation  of  the 
truth  to  gamer  public  support  for  the  war. 

The  press,  too,  can  be  faulted  for  letting 
the  myth  survive  for  so  long.  This  comes 
on  top  of  what  now  appears  to  be  another 
media-aided  fantasy:  that  Iraq  was  an 
imminent  threat  due 
to  possession  of  huge 
stockpiles  of  WMD. 

Newspaper  editors,  like 
public  officials,  often  have 
to  ask  themselves  a  ques¬ 
tion  that  is  critical  to  the 
health  of  the  American 
democracy':  Do  you  want 
to  perpetuate  dangerous 
misconceptions,  or  help 
the  public  learn  the  truth?  Papers  such  as 
the  Los  Angeles  Times,  the  Chicago 
Tribune  and  The  Dallas  Morning  News 
that  did  run  the  Bush  admission  on  the 
front  page  must  be  lauded  for  acknowl¬ 
edging  that  when  69%  of  Americans 
believe  an  extraordinary  falsehood  that 
helped  lead  to  a  (still-ongoing)  war,  it  is 
their  responsibility  to  correct  it.  (1 


Seth  Porges,  an  E&P  intern,  is  a  junior 
at  Medill  School  of  Journalism  at 
Northwestern  University. 


President  Bush’s 
admission  should 
have  made  a  higger 
splash  because  seven 
out  of  10  Americans 
believed  a  fantasy. 
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Bob  Ray  &  Associates  riggers  install  a  KBA  Colormax  flexo  unit  in  The  Daily  Gazette’s  letterpress  last  January 


{continued from  page  40}  where 
The  Enterprise  has  run  four 
MAN  flexo  units  for  years  with 
three  letterpress  units.  For  now, 

“we’re  looking  at  doing  some¬ 
thing;  we’re  not  quite  positive,” 
says  General  Manager  Paul  A. 

LaBreche.  “Do  we  go  all  flexo 
or...  all  offset?”  The  paper  isn’t  yet 
sure  whether  it  will  build  on  site 
or  erect  a  plant  elsewhere,  and  a 
decision  is  unlikely  before  2004. 

Decisioiis  in  the  offing 

LaBreche  already  has  plenty 
on  his  mind,  with  a  sister  daily 
relocating  in  Quincy  and  both 
getting  a  new  circulation  system 
they  may  share  with  nine  week¬ 
lies.  It’s  been  that  way  since  soon 
after  Newspaper  Media  bought 
the  paper  in  1996,  when  MAN 
offered  to  build  matching  flexo 
units,  but  then  the  company  bought  The 
Patriot  Ledger,  and  then  it  bought  a  new 
front-end  system. 

“Business  priorities,”  says  LaBreche,  “just 
sort  of  keep  bumping  the  press  project.” 

.^\lso  up  in  the  air  is  the  Fort  Wayne  (Ind.) 
Newspapers  Inc.  joint  operation.  In  his  10 
years  at  the  JOA,  Operations  Vice  President 
and  Production  Director  Phillip  Haggerty 
constantly  re-evaluates  plant  and  press 
options.  “I  think  there’s  been  more  research 
done  on  the  offset  side,”  he  says.  Were  a 
project  approved,  he  says  (stressing  that 
there  is  none  at  this  jxjint),  “I  have  been 
looking  more  at  offset  than  flexo.”  Calling  it 
a  “personal  preference”  and  citing  the  single 
flexo  plate  supplier,  he  adds  that  he  may  get 
“a  different  directive  from  corporate.” 

It  is  a  view  held  by  others  who  have  taken 
over  production  at  flexo  sites.  “Offset  is  by 
far  a  proven  technology  over  flexo,”  which  is 
still  “coming  into  its  own,”  says  Michael 
Przybylek,  production  vice  president  at 
Louisville’s  Courier-Journal. 

Plant  and  equipment  figure  in  a  different 
way  out  west.  The  San  Francisco  Chronicle 
still  prints  on  several  types  of  flexo  presses 
in  three  plants  in  and  near  the  city,  but  “we 
shut  down  Richmond  on  Saturdays,”  says 
Production  Vice  President  Fred  Dal  Broi. 
The  paper  has  no  immediate  plans  to  scale 
back  operations,  and  a  future  plant  closure 
would  not  necessarily  dent  flexo  use. 

The  Army  Street  plant  hasn’t  enough 
capacity  to  allow  shuttering  Richmond, 
which  would  require  moving  equipment  or 
changing  deadlines  for  advance-printed 
products.  “But  even  with  that,”  says  Dal 
Broi,  “when  you  get  to  the  end  of  the  week. 


we  just  don’t  have  enough  equipment  to 
produce  both  daily  and  Sunday  products.” 

Running  all  the  plants  “is  very  expen¬ 
sive,”  says  Dal  Broi,  noting  that  one  “is 
much  more  efficient.”  His  pap)er  also  has 
considered  a  two-plant  operation  designed 
for  disaster  preparedness,  providing  pro¬ 
duction  capacity  on  both  sides  of  the  bay. 

Assessing  flexo’s  near-term  outlook,  a 
manager  at  an  equipment  vendor  suggests 
that  another  plate  supplier  competing  on 
price  “would  certainly  help  flexo’s  case.” 

Flexo  plates  at  three  times  the  cost  of 
offset  plates  are  “the  number-one  reason” 
Przybylek  gives  for  switching  from  flexo  to 
offset  in  Louisville,  where  for  him  a  new 
plant  meant  offset  “as  soon  as  I  envisioned 
the  plan....  There  wasn’t  even  a  discussion.” 

He  cites  printing  defects  unique  to  flexo 
—  for  example,  blemishes  from  dried  ink 
flakes  that  fall  onto  plates,  and  cushions’ 
tendency  “to  get  beat  down  as  you  run,” 
resulting  in  impression  problems  that  show 
up  as  a  “hazy”  or  “light-impression”  look, 
as  if  ink  density  were  lower  than  it  is. 

While  making  a  strong  cost  case  for  flexo, 
Frank  Anthony,  production  vice  president 
and  operations  director  in  Chattanooga, 
says  other  thinking  also  affects  decisions. 
He  sees  his  position  supported  when 
comparing  his  operation  with  others  in  his 
paper’s  categories  in  the  last  Inland  Cost 
and  Revenue  Study  for  Daily  Newspapers. 
With  so  few  flexo  papers,  his  comparison  is 
essentially  with  offset,  and  in  total  dollars 
(excluding  paper  and  ink),  he  and  they  are 
“nickel-for-nickel  even,”  he  says.  Consum¬ 
ables  (mostly  plates)  are  higher,  but  labor  is 
far  less,  and  parts  and  supplies  a  little  less. 


For  flexo,  says  Anthony,  “I  can  train  a 
pressman  in  18  months,”  whereas  offset, 
he  adds,  requires  several  years  to  produce  a 
staffer  who  is  still  stumbling.  Easier  train¬ 
ing  means  easier  replacement,  which  he 
says  translates  into  a  lower  outlay  on  salary. 

Ink  costs  him  more,  but  3%  newsprint 
waste  —  versus  his  groups’  4.5%  and  5.5% 
averages  —  amounts  to  significant  savings. 

Anthony  attributes  flexo’s  failure  in  the 
early  ’80s  to  difficulties  typical  of  a  new 
technique.  And  after  an  initial  spurt,  flexo 
suffered  again  when  the  decade  ended  with 
an  economic  downturn.  But  what  accounts 
for  the  severe  slowdown  of  recent  years? 
Anthony  says,  “large  corporations  don’t 
want  to  deal  with  an  oddity  in  their  organi¬ 
zation.”  Everything  is  standardized  and 
ordered  through  corporate  offices  —  which 
makes  buying  easier  and  often  cheaper. 

And  “at  the  newspaper  level,”  he  adds, 
“nobody’s  going  to  buck  corporate.” 

Veteran  production  managers,  he  contin¬ 
ues,  will  likely  ask  if  they  want  to  risk  what’s 
left  of  their  careers  by  buying  flexo,  or  stick 
with  what  eveiyone  else  is  using:  “I  think 
you  can  convince  them  it’s  the  right  thing  to 
do,  [but]  they  won’t  stick  their  necks  out.” 

Over  the  next  two  to  five  years,  Anthony, 
the  flexo  user  group’s  secretary-treasurer, 
thinks  flexo  “is  going  to  grow  veiy  slowly 
worldwide.”  He  calls  the  process  “ideal  for 
the  third  world,”  where  adequate  printing 
skills  are  rare,  but  in  the  U.S.,  he  predicts, 

“it  will  still  be  a  second-class  citizen.” 

For  all  that,  he  finds  comfort  in  the  many 
commercial  flexo  accounts  that  help  keep 
his  vendors  in  business.  “They  don’t  have  to 
depend  on  just  us,”  he  observes.  ® 
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Commuter  papers’  success  in  reaching  young  readers  and 
professionals  has  traditional  dailies  considering  their  options 


Free  commuter  papers  are  already 
reaching  Philly,  Boston,  and  D.C. 


BY  LUCIA  MOSES 

Three  years  ago,  when  a  European  media  con- 
glomerate  pulled  into  Philadelphia  with  a  free  daily 
designed  for  commuters,  traditional  dailies  publicly 
pooh-poohed  the  paper,  with  its  colorful  presentation 
and  abbreviated  stories. 


That  was  then.  Today,  they’re  taking  a  second  look  at  the  free- 
daily  model.  The  Boston  Globe  was  early  in  dipping  its  toe  in  the 
water,  striking  a  deal  to  share  help-wanted  advertising  with  Boston 
Metro,  Philly’s  sister  paper  and  the  other  U.S.  edition  of  Luxem- 

behind  them  or  tar- 


bourg-based  Metro  In¬ 
ternational.  The  Wash¬ 
ington  Post  endorsed 
the  concept  when  it 
started  its  own  com¬ 
muter  tab,  Express, 
last  month,  while  its 
suburban  competitor, 

Journal  Newspapers, 
converted  its  District 
distribution  from  paid 
to  free.  A  freebie  paper 
readying  for  launch 
in  New  York  City 
later  this  year  will  have 
majority  backing  from 
the  Tribune  Co. 

Such  experiments 
aimed  at  drawing  the 
elusive  young  reader 
could  be  just  the  begin¬ 
ning.  Other  companies 
are  rumored  to  be  look¬ 
ing  into  commuter  papers  elsewhere.  Steve 
Diller,  a  partner  at  consulting  firm  Cheskin 
in  Redwood  Shores,  Calif.,  said  he’s  been 
told  of  such  papers  being  planned  in  three 
cities.  He  wouldn’t  identify  the  companies 


Russel  Pergament,  left,  and  Dan 
Caccavaro,  formerly  of  Boston  Metro. 


get  cities,  saying  only. 
They’re  serious.” 

What’s  happen¬ 
ing?  “We’re  bringing 
young  readers  back 
to  newspapers,” 
explained  Russel 
Pergament,  the 
founding  publisher 
of  Boston  Metro 
who’s  heading 
up  the  New  York 
paper,  to  be  called 
amNewYork. 

Commuter  papers 
have  been  shown  to 
be  read  by  huge 
numbers  of  profes¬ 
sionals  and  attract 
lucrative  advertising, 
while  paid  dailies 
face  limited  growth 
prospects  and  have  all  but  lost  the  ability  to 
charge  a  premium  for  home  delivery,  said  a 
just-released  report  from  the  International 
Newspaper  Marketing  As.sociation,  “Out¬ 
look  2004:  The  Battle  for  the  Individual.” 


“The  fact  is,  few  companies  are  charging 
fiill-rate  circulation  except  those  relying 
mostly  on  single-copy  sales,”  the  report 
observed.  “And  single-copy  newspapers 
are  under  intense  downward  pricing 
pressure  from  free  competitors.” 

Fans  of  free  commuter  papers  aren’t 
hiding  their  sense  of  vindication.  ‘They’re 
basically  admitting  this  is  a  good  newspa¬ 
per  model  and  one  that  is  important  to  the 
future  of  newspapers,”  Jim  McDonald,  who 
until  recently  was  publisher  of  Philadelphia 
Metro,  said  of  regular  daily  publishers. 

“I  believe  they’ve  realized  they  can’t  reach 
younger  readers  with  their  traditional 
dailies.”  Then  there’s  the  advertising; 

“They’ re  watching  some  of  the  accounts 
that  are  going  in  the  (free)  paper.” 

Because  their  distribution  relies  on 
a  transit  system  or  other  aggregator  of 
people,  the  Metro  model  may  remain  just 
a  big-city  phenomenon.  But  Diller  said  its 
lesson  for  publishers  all  over  is  that  such 
papers  may  be  a  stepping  stone  to  highly 
personalized  news  packages  that  are 
distributed  digitally. 

Saying  trends  don’t  favor  a  mass-reach 
paper,  the  INMA  report  urged  publishers 
to  focus  on  personalized  ones,  free  papers 
being  just  one  example.  As  for  the  lost  circ 
revenue,  that  may  matter  little  if  they  can 
attract  younger  readers  that  can  be  the 
basis  for  higher  ad  rates,  Diller  added. 

Papers  are  only  now  realizing  what  other, 
more  competitive  industries  recognized  in 
the  1980s:  that  segmentation  is  the  key  to 
survival.  So  while  some  publishers  may 
cling  to  the  idea  that  niche  publications 
can  drive  readers  to  the  mother  paper, 

Diller  said,  “When  you  scratch  beneath  the 
surface,  I  think  there’s  a  recognition  that 
may  not  play  out.”  11 
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INSLOW  martin/tab  NEWSPAPERS 


Turn  one  negative  into  1000  positives. 


.  Enter  Editor  &  Publisher’s  annual 
Newspaper  Photos  of  the  Year  competition 
for  a  chance  to  win  $1000! 

A  gallery  of  the  best  photos  will  appear  in  our  annual  Photos  of  the  Year  issue  on  October  27,  and  will  also  be 
posted  on  editorandpublisher.com  for  a  full  year.  Winning  photos  will  be  displayed  at  the  PDN  PHOTO  EXPO  in  New 
York,  October  30-November  1.  Photographs  are  eligible  if  they  have  been  published  in  your  newspaper  or  on  your 
paper’s  Web  site  since  October  1,  2002. 
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Visit  www.editorandpublisher.com  for  further  details,  including  the  Call  for  Entries  form. 
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SYNDICATES 


ME  COLUMNS  IN 
POSI-LiINDERS  ERA 

General  and  niche  features  vie  for  space  in  newspapers  as 
syndicates  seek  both  mass  audiences  and  younger  readers 

BY  DAVE  ASTOR 

Fifteen  months  after  Ann  Landers’  death,  the 
general  advice  column  remains  a  popular  syndication 
category.  But  several  features  that 
primarily  target  a  specific  demo¬ 
graphic  are  also  gaining  clients. 

The  most-read  advice  column  is  still  Jeanne 
Phillips’  “Dear  Abby,”  which  Universal  Press 
Syndicate  now  distributes  to  about  1,400  papers. 

Prior  to  Landers’  June  2002  death,  both  Phillips 
and  Landers  (the  latter  with  Creators  Syndicate) 
had  1,200-plus  clients. 

“‘Dear  Abby’  is  the  most  widely  syndicated 
column  in  any  genre  —  not  just  advice  —  in  the 


world,”  said  Kathie  Kerr,  Universal’s 
director  of  communications. 

“Annie’s  Mailbox,”  the  July  2002- 
launched  Creators  column  by  former 
Landers  assistants  Kathy  Mitchell  and 
Marcy  Sugar,  now  has  about  700  papers. 
Creators  President/CEO  Rick  Newcombe 
said  “Dear  Prudence”  by  Landers’  daugh¬ 
ter  Margo  Howard  has  about  200  clients 
and  “Classic  Ann  Landers”  100-plus. 

“The  mass-market  advice  columns 
remain  very  strong,”  said  Newcombe. 

Tribune  Media  Services  (TMS) 
President/CEO  David  Williams  recalled 
that  when  the  Chicago  Tribune  was 
seeking  a  staff  successor  to  Landers, 
readers  told  the  paper  that  they  wanted 
“a  compelling  general  advice  columnist 
more  than  they  want  niche  advice... .” 

The  Tribune  chose  Amy  Dickinson,  a 
single  parent  and  journalist  who  has 
worked  for  newspapers,  magazines,  TV, 
and  radio.  TMS  said  it’s  “too  soon”  to  talk 
about  client  numbers  for  “Ask  Amy,” 


I  which  entered 
!  syndication  Sept.  1 
after  a  July  20  start 
at  the  Tribune. 

Not  everyone 
feels  that  general 

:  advice  is  the  only  Advice  columnists 

way  to  go.  George  include  (clockwise 

Haeberlein,  vice  from  top)  Jeanne 

president  for  “Dear  Abby” 

I  worldwide  syndica-  ‘Il*®  ^ 

,  Kathy  Mitchell  and 

;  tion  sales  at  King  l^arcy  Sugar,  and 

Features  Syndicate,  Amy  Dickinson, 

said  he’s  seeing  more 
interest  in  niche 

I  advice  columns  since  last  year.  “Newspa- 
i  pers  are  looking  to  attract  and  appeal  to 
i  specific  audiences,”  he  observed. 

The  younger  reader  is  often  the  audi¬ 
ence  targeted  by  niche-oriented  features, 
said  Karisue  Wyson,  sales  manager/ 
i  North  America  at  the  Washington  Post 
1  Writers  Group  (WPWG). 

For  instance,  Atoosa  Rubenstein’s 


52  EDITOR  &  PUBLISHER  SEPTEMBER  29,  2003 


“Dear  Seventeen”  —  which  King  launched 
in  2002  as  “Ask  CosmoGirl!”  —  is  read  by 
many  teen  girls  in  about  50  papers.  And 
“Help  Me  Harlan!”  by  Harlan  Cohen  has 
many  readers  in  college  and  in  their  20s. 

It  moved  from  self-syndication  to  King 
last  year,  and  now  has  about  30  clients. 

At  WPWG,  “Tell  Me  About  It”  by 
Carolyn  Hax  started  as  a  feature  aimed  at 
readers  under  30.  “But  as  Carolyn’s  audi¬ 
ence  grew,  her  demographics  expanded,” 
said  Wyson.  Now  the  column  is  consid¬ 
ered  more  of  a  general-audience  feature, 
though  still  “with  an  edge,”  according 
to  Wyson.  “Tell  Me  About  It”  currently 
has  212  papers,  up  from  the  low-lOOs  , 

at  the  time  of  Landers’  death.  i ' 

Harriette  Cole’s  “Sense  &  Sensitivity,”  ' 
which  increased  from  three  to  six  times  a 
week  Sept.  1,  has  built  a  list  of  more  than 
25  clients  since  it  entered  syndication 
in  July  2002  with  United  Media. 

“The  Advice  Goddess”  by  Amy  Alkon, 
who  moved  from  self-syndication  to 
Creators  after  Landers  died,  now  has 
nearly  100  clients.  Most  are  still  alterna¬ 
tive  papers,  but  Newcombe  said  Alkon 
picked  up  at  least 
a  dozen  major 
dailies  during  the 
past  year  or  so. 

General  advice 
columns  can  also 
get  lots  of  mail 
from  the  younger 
readers  some 
niche  columns 
target.  “More 
than  80%  of 
the  letters  ‘Dear 
Abby’  receives 
comes  from 
people  between 
18  and  49,” 
said  Kerr.  ‘The 
majority  of  the 
rest  comes  from 
people  under  18.” 

Whether 
general  or  niche, 
why  do  advice 
columns  remain  popular?  “Because 
readers  are  always  looking  to  learn  i , 

something  from  the  newspaper,”  replied  j  \ 
Haeberlein.  “They  turn  to  the  newspaper  ! 
for  help  and  information.”  ®  ;  | 

i ! 

- I  I 

See  “Syndicate  World”  (http://’www.  i 

editorandpublisher.com)  for  content  \ ; 

that  didn’t  make  it  into  print.  '  | 
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Bell  started 
freelancing 
editorial 
cartoons  at  the 
University  of 
California  at 
Berkeley,  where 
he  earned  a 
degree  in 
political  science. 
His  work  has 
app)eared  in 
papers  such  as 
the  Los  Angeles 
Times  and  The 
New  York  Times,  as  well  as  on  TV 
networks  such  as  CNN,  MTV,  and  NBC. 

“Candorville”  —  available  in  English 
and  Spanish  —  first  built  a  following  on 
the  Web  and  in  several  African-American 
newspapers. 

In  related  news,  the  first  “Rudy  Park” 
collection  is  being  released  by  Andrews 
McMeel  Publishing.  It’s  called  Rudy 
Park:  The  People  Must  Be  Wired.  0 
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‘Candorville’  comic  coming 


The  comic’s  characters  include  Lemont 
Brown,  an  aspiring  writer;  Susan  Garcia, 
who  works  in  the  corporate  world;  and 
Clyde,  an  angry  man  who  makes  all  of 
the  wrong  choices  in  life.  Issues  such  as 
bigotry,  biracialism,  poverty,  and  more 
are  explored  in  a  humorous  way. 


A  COMIC  ABOUT  A  DIVERSE  GROUP 

of  young  friends  in  the  inner  city 
is  being  launched  Oct.  19  by  the 
Washington  Post  Writers  Group. 

“Candorville”  is  by  Darrin  Bell,  who 
also  co-creates,  with  Theron  Heir,  the 
“Rudy  Park”  strip  for  United  Media. 


‘Far  Side’  back 
for  an  ‘encore’ 


et  cetera 


“How  I  Write  and  Draw  a  Comic  Strip!”  He 
does  “Hagar  the  Horrible”  for  King  Features 
Syndicate  and  “Raising  Duncan”  for  United.  ... 
Starting  Oct.  6,  Howie  Schneider  is  doing 
a  new  comic  for  United  called  “The  Sunshine 
Club  —  Life  in  Generation  Rx.”  Schneider 
is  the  creator  of  the  “Eek  and  Meek”  comic, 
editorial  cartoonist  for  the  Provincetown 
(Mass.)  Banner,  a  magazine  cartoonist, 
a  children’s  book  author,  and  a  sculptor. ... 
“Ask  Mr.  Know-It-All”  is  being  syndicated 
by  Newspaper  Enterprise  Association  starting 
Oct.  1.  Gary  Lee  Clothier’s  twice-weekly  trivia 
feature  replaces  “Ask  Holly  Wood”  in  the  NEA 
package. ...  New  York  7/mes/NEw  York  Times 
News  Service  Op-Ed  Columnist  Paul  Krugman 
has  written  The  Great  Unraveling:  Losing 
Our  Way  in  the  New  Century. ...  Stabler: 
Inkslinger,  a  collection  of  130  editorial 
cartoons  by  Jeff  Stabler  of  The  Cincinnati  Post 
and  NEA,  has  been  published. ...  Mike  Ritter 
was  elected  president  of  the  Association  of 
American  Editorial  Cartoonists.  Ritter,  of 
the  Tribune  Newspapers  in  Arizona  and  King, 
succeeds  Bruce  Plante  of  the  Chattanooga 
(Tenn.)  7/mes  Free  Press  and  Universal.  Other 
2003-04  officers  include  President-Elect  Matt 
Davies  of  The  Journal  News  in  White  Plains, 
N.Y.,  and  TMS;  Vice  President  Clay  Bennett 
of  The  Christian  Scierwe  Monitor  and  Christian 
Science  Monitor  News  Service;  and  Secretary- 
Treasurer  V.  Cullum  Rogers  of  The  Indepen¬ 
dent  Weekly  in  Durham,  N.C. 


More  than  40,000  readers  responded 
to  an  “Annie’s  Mailbox”  survey  about 
whether  they  divorced  or  forgave 
a  cheating  spouse.  About  50%  chose  divorce 
and  didn’t  regret  it.  About  40%  forgave,  with 
that  group  evenly  split  between  those  who 
were  happy  they  did,  those  still  unsure  if  they 
made  the  right  decision,  and  those  who  were 
“sorry  they  gave  the  rat  a  second  chance.” 

The  column  is  by  Kathy  Mitchell  and  Marcy 
Sugar  of  Creators  Syndicate.  ...  Two  colum¬ 
nists  debated  the  current  situation  in  Iraq 
during  a  recent  CNN  appearance.  Norman 
Solomon  of  Creators  suggested  “we  compel 
the  Bush  administration  to  no  longer  insist  on 
controlling  Iraq  and  its  oil.  Get  the  U.S.  troops 
out  as  part  of  getting  the  U.N.  troops  in.  As 
long  as  the  White  House  refuses  to  do  that, 
U.S.  troops  will  continue  to  be  shot  up  be¬ 
cause  they’re  not  welcome  there.”  Armstrong 
Williams  of  Tribune  Media  Services  (TMS) 
acknowledged  the  difficulties  the  U.S.  is 
facing  but  supported  President  Bush’s  efforts. 
“The  regime  of  Saddam  Hussein  was  a  threat 
to  world  security  and  had  to  be  dealt  with,” 
he  said. ...  Lisa  Klem  Wilson  was  promoted 
to  senior  vice  president,  syndicate  at  United 
Media.  ...  Jack  Prahl  was  named  assistant 
vice  president  of  Universal  Press  Syndicate. 

...  Chris  Browne  created  a  kid-oriented  feature 
for  The  Atlanta  Journal-Constitution  called 


NivERSAL  Press  Syndicate  is 
making  an  “encore”  serialization 


an  encore 
of  “The  Far  Side”  available  to 
newspapers  from  Sept.  28  to  Dec.  28. 

The  serialization  is  being  done  to 
promote  a  massive  two-volume  collection 
of  Gary  Larson’s  famous  comic  that  will 
hit  bookstores  Oct.  21.  The  Complete  Far 
Side  is  from  Universal’s  sibling  company, 
Andrews  McMeel  Publishing.  Universal 
is  providing  newspapers  with  the  comics 
—  78  black-and-white  dailies  and 
14  color  Sundays  —  for 
a  minimum  fee 
to  cover 
the  cost  of 
production 

“The  Far 
started  in  1980 
with  Chronicle 
Features,  and  was 

appearing  in  1,900-plus  newspapers  via 
Universal  when  Larson  ended  the  comic 
after  a  14-year  run.  Reruns  have  been 
distributed  internationally  by  Creators 
Syndicate  in  recent  years.  Fans  have 
purchased  more  than  100  million  “Far 
Side”  books  and  calendars.  ® 
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Shoptalk 

EmtOIIS  OF  OOR  WAY 

Bush  has  a  problem  with  newspapers.  He's  not  the  only  one. 

PRESIDENT  Bush  bruised  the  tender  sensibilities 
of  newspaper  reporters  last  week  when  he  suggested  in 
an  interview  with  Fox  News  anchor  Brit  Hume  that 
he  rarely  reads  papers  because  “a  lot  of  times  there’s 
opinions  mixed  in  with  news.” 

Journalists  surely  were  not  shocked  that  this  particular  command¬ 
er  in  chief  gives  newspapers  only  the  time  for  a  “a  glance  at  the  head¬ 
lines  just  to  kind  of  (get)  a  flavor  for  what’s  moving.”  Rather,  Bush’s 
diss  of  newspapers  seemed  to  irk  reporters  not  only  because  of  its  au¬ 
dacious  context  —  gleefully  solicited  by  Hume  in  an  exclusive 


interview  with  a  news  network  that  is  twist¬ 
ing  the  phra.se  “fair  and  balanced”  into 
ideological  newspeak  with  a  trademark  — 
but  also  because  it  was  yet  another  in  a 
long  and  wearying  succession  of  similarly 
vague  accusations  of  bias  from  all  quarters 
of  the  American  political  spectrum.  Criti¬ 
cized  for  their  supposed  bias  in 
covering  everything  from  Iraq 
to  media  concentration  to  the 
complicated  life  of  former  Ohio 
State  running  back  Maurice 
Clarett,  newspaper  reporters 
can  be  forgiven  if  they  regard 
this  backhanded  attack  from 
the  biggest  political  heavy¬ 
weight  around  as  unnecessary 
piling-on. 

Newspapers  these  days  are 
victims  of  loud  partisan  crowds  that 
contend  for  influence  by  claiming  to  be 
the  bigger  victim  of  the  media—  the  liberal 
media,  the  corporate  media,  the  right-wing 
media,  the  elitist  media,  the  media  that  is 
dumbing  down  America.  The  bias  alarms 
are  sounding  especially  shrill  right  now. 
The  California  recall  campaign  has  liberals 
scratching  at  the  scab  of  the  last  presiden¬ 
tial  election  while  an  overcrowded  field  of 
Democratic  candidates  bellows  to  be  heard 
about  the  next  one.  Conservative  chatter¬ 


boxes  such  as  Ann  Coulter  and  Bill  O’Reilly 
appear  nonstop  on  television,  and  chum 
out  newspaper  columns  and  best-sellers  — 
yet  still  find  the  time  to  complain  that  the 
politically  correct  media  is  silencing  their 
message. 

In  another  time,  newspapers  would  have 
taken  none  of  this  seriously. 

But  the  aftershocks  are  still 
mmbling  from  The  New  York 
Times  scandal,  and  one  too 
many  Jayson  Blairs  continue  to 
emerge  from  newsrooms  with 
depressing  regularity.  Plagia¬ 
rism  has  become  the  common 
cold  of  newspapers,  a  vims 
with  no  other  explanation  for  its 
appearance  but  that  it  is  going 
around.  Newspapers  are  feeling 
weakened  and  profoundly  distmsted. 

The  danger  is  that  newspapers  will 
now  give  unjustified  weight  to  loudmouth 
activists  with  political  agendas.  They  aren’t 
the  only  ones  complaining  about  newspa¬ 
per  bias,  of  course.  The  public  at  large,  too, 
is  wary.  When  the  American  Society  of 
Newspaper  Editors  (ASNE)  conducted  its 
sweeping  1999  credibility  study,  it  found 
that  50%  of  adults  think  some  people  or 
groups  get  a  “special  break”  in  coverage.  But 
the  same  pwll  also  found  more  than  two- 


thirds  of  respondents  said  their  perception 
of  bias  in  newspapers  was  not  a  “major 
obstacle”  to  continuing  to  tmst  their  local 
paper’s  coverage.  Far  from  thinking  news¬ 
papers  are  ideologically  driven,  the  public 
considers  them  pushovers,  the  poll  suggest¬ 
ed:  78%  of  respondents  said  powerful 
people  could  plant  a  story  in  the  paper 
or  spike  it,  and  79%  agreed  that  “it’s  pretty 
easy  for  special  interest  groups  to  manipu¬ 
late  the  press.” 

The  fact  is,  reader  dissatisfaction  has 
less  to  do  with  the  perception  that  newspa¬ 
pers  are  dishonest  than  that  they  make 
too  many  mistakes.  'The  public  is  disgusted 
with  the  errors  that  fill  the  hometown 
Daily  Miracle:  misspellings,  broken 
grammar,  mangled  facts,  obvious  typos 
and  quotes  rendered  so  ineptly  they  might 
as  well  be  fabricated.  The  ASNE  study 
revealed  that  fully  35%  of  readers  discover 
a  spelling  or  grammar  error  in  their  local 
paper  at  least  once  a  week  —and  one  in  five 
finds  them  every  single  day. 

Having  firsthand  knowledge  of  some¬ 
thing  covered  by  a  newspaper  turns  out  to 
be  a  sure  way  to  discover  factual  errors,  the 
poll  found.  Almost  half  of  the  3,000  people 
surveyed  by  ASNE  had  that  experience,  and 
49%  of  them  said  the  newspaper  screwed 
something  up. 

This  past  summer  was  full  of  bad  news 
about  newspaper  credibility.  But  some 
good  news  went  largely  unnoticed.  'The 
invaluable  Readership  Institute  at  North¬ 
western  University  released  a  study  in 
July  proving  that  newspapers  that  pay 
attention  to  their  readers  —  by  publishing 
a  paper  that  reflects  reader  preferences; 
by  changing  as  reader  needs  change;  and  by 
adopting  reader  satisfaction  as  the  priority 
for  all  business  objectives  —  actually  do 
gain  more  readers.  (Check  it  out  at 
www.readership.org.) 

There’s  not  much  newspapers  can  do 
about  ideologues  who  think  their  local  daily 
is  participating  in  a  cover-up  when  it  runs  a 
story  on  A-7  instead  of  on  the  front  page 
above  the  fold.  But  newspapers  now  know 
they  can  increase  their  number  of  readers, 
and  the  time  readers  spend  with  a  paper, 
by  doing  other  things  right:  Listening  to 
reader  concerns,  delivering  a  dry  copy 
by  5  a.m.,  promoting  content,  and  —  for 
crying  out  loud  —  insisting  that  reporters 
get  the  spelling  of  names  right.  1) 
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"Automated  Guided  Vehicles  for  the  Woikf  s  Best  Companies* 

Phone:  (704)845-1110 
www.agvp.com 
8012  Tower  Point  Drive 
Charlotte,  NC  28227 

Automated  Guided  Vehicle  Systems  -  New  and 
Retrofit  of  All  Major  AGV  Suppliers 

Suppliers  of  AGVs  for  automated  transport  of 
rolls  or  pallets  in  a  newspaper  facility.  AGVs  are 
successfully  used  for  automated  roll  storage  and 
waste  handling.  Reduce  labor  requirements, 
eliminate  material  damage  and  improve  safety 
with  AGVs. 


A  Pamarco  Technologies  company 
PO  Box  573 

Elizabethville,  PA  17023 
800-DGM-6119 
vwvw.dauphingraphic.com 

Globally  known  as  the  leader  in  advanced  single 
width  press  technology,  DGM  offers  newspaper 
and  commercial  industry  presses  and  folders.  With 
24  hour  emergency  sen/ice  and  an  extensive  parts 
inventory,  you  can  rely  on  DGM  for  customer  care 
and  satisfaction  of  American  made  products. 


kteueeff  of  tmc  mullsr  uARTim  opoup 

Graphic  Management  Associates,  Inc. 
2980  Avenue  B 
Bethlehem,  PA  18017 
Phone:  (610)  694-9494 
Fax:  (610)  694-0776 
www.gma.com 

GMA  serves  newspaper  packaging  and  distribution 
needs  with  the  industry’s  most  extensive, 
technically  advanced  and  proven  line  of  high  speed 
inserting,  conveying,  bundle-building  and  bundle 
distribution  systems,  supported  by  GMA's  state-of- 
the-art  production  control  software. 


3  Territorial  Court 
Bolingbrook,  Illinois  60440-3557 
USA 

Tel  ■•■1.630.755.9300 
Fax  ■►1.630.755.9301 
e-mail  -  info@gossinternational.com 
Web:  vvvvw.gossinternational.com 

Goss  International  Corporation  is  a  global  leader 
in  the  design  and  manufacture  of  a^anced 
technology  web  offset  press  systems  for  the 
newspaper  and  commercial  printing  industries  The 
company  supplies  a  broad  range  of  printing  press 
equipment  and  services  to  worldwide  markets. 


HarriO^aseview' 

THE  MCDlASPrro  PUatiSHING  DIVISION^ 


Melbourne,  Florida 
(321)  242-5000  •  www.jazbox.com 

Ann  Arbor,  Michigan 
(734)  662-5800  •  vvvvw.baseview.com 


Baseview  and  Harris  fulfill  all  your  print  and 
online  publishing  needs.  Our  new  CirculationPro 
runs  on  several  systems,  including  Macintosh  OS 
X,  Windows  and  Solaris.  Along  with  editorial, 
advertising,  production  and  circulation  solutions 
we  also  offer  full-featured  Web  hosting. 


-HEIDELBERG- 


Doug  Gibson 
P:  937-454-3846 
F:  937-454-3843 
121  Broadway 
Dover,  NH  03801 
doug.gibson@heidelberg.com 
vvww.heidelberg.com 

Heidelberg  technology  makes  newspapers  more 
competitive  and  attraaive  through  enhanced  print 
quality,  productivity,  targeting  and  efficiency.  A  full 
range  of  press  and  postpress  systems  is  supported 
by  expertise  in  project  management  and  integrated 
production  solutions 


KBM 

3900  East  Market  Street 
York,  PA  17402-0615 
Phone:  (717)  505  1150 
Fax:  (717)  505  1161 
sales@kbapa.com 
www.kba-print.com/pa 

As  a  member  of  the  KBA  group,  KBA  North 
America  offers  a  complete  line  of  single-width  and 
double-width  flexographic  and  offset  printing 
machinery:  the  COLORMAX/II/SW  for  flexography; 
the  COLORA/PRISMA/COMMANDER  for  the 
double-width  offset;  the  CONTINENT/COMET  for 
the  single-width  applications  Shaftless  drives  and 
split-arm  reels  are  featured  as  standard. 


Vincent  Lapinski 
800  East  Oak  Hill  Drive 
Westmont,  IL  60559 
630.920.2000 
lapinski@mru.com 
vvvvw.manroland.com 

MAN  Roland  is  the  world's  leader  in  newspaper 
printing  technology.  If  fact  every  third  newspaper 
produced  in  the  world  is  printed  on  an  MAN  Roland 
press  We  automate  the  production  to  extend  your 
news  windows  and  let  you  put  papers  on  doorsteps 
faster  and  with  targeted  disaetion.  Our  technology 
also  provides  you  with  more  opportunities  to  bring 
vibrant  color  to  your  readers  and  advertisers 


TKS 

Mike  Shafer 
Phone:  (972)  437-4466 
Fax:  (972)  437-5858 
sales@tkspress.com 
www.tksusa.com 
1201  Commerce  Drive 
Richardson,  TX  75081 

The  TKS  ColorTop  product  line  includes  the 
ColorTop  7000  printing  at  85,000  CPH  and  the 
ColorTop  3100  singlewide  press  which  prints  at 
51,000  CPH.  Additionally,  TKS  can  add  our 
shaftless  towers  to  your  existing  press  and 
upgrade  your  inking  system  to  Digital  Ink  Pumps 


Put  your  profitability 

Heidelberg's  customized  solutions  are  designed  to  help  you  improve  operating  margins.  We  start  by  listening  closely  to  your 

on  a  regular  delivery  plan. 

requirements.  Then  we'll  work  with  you  to  create  an  advanced  production  system  to  meet  them.  We'll  integrate  our  innovative  press 

and  postpress  technology  with  precisely  the  right  components  to  help  you  achieve  more  speed,  quality,  economy  and  versatility.  And 

from  installation  through  long-term  support,  you'll  be  backed  by  the  expertise  and  resources  of  the  world  leader  in  the  graphic  arts 

industry.  A  growing  number  of  newspapers  around  the  world  are  selecting  Heidelberg  as  their  partner.  Let  us  show  you  how  we  can 
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